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DANIEL  ELLSeER66ETnR0UND 

Thank  you  for  the  new  issue  of 
E^P,  which  is  superb  [“Special 
Report:  Unanswered  questions,” 

Jan.  27].  You  may  be  interested  to  know 
we  hosted  an  event  last  fall  with  Dan 
Ellsberg  at  the  University  of  California  at 
Berkeley  that  drew  an  audience  of 1,500: 
“Secrecy,  Freedom  and  Empire:  Lessons 
for  Today  from  Vietnam  and  the  Pentagon 
Papers”  (http://www.independenLorg/ 
tii/forums/021023ipfhtml). 

This  event  was  part  of  a  series  of  events 
we  began  last  spring,  when  there  was  no 
antiwar  movement,  to  educate  people 
regarding  the  U.S.  drive  for  global 
interventionism,  including  a  war  in  Iraq 

DAVID  J.  THEROUX 
FOUNDER  AND  PRESIDENT  | 
The  Independent  Institute 
Oakland,  Calif. 

‘STORMIN' NORMAN' IN  THE  NEWS 

As  A  Gulf  War  combat  veteran,  I 
thank  you  for  a  superb  article  about 
Daniel  Ellsberg,  the  Pentagon 
Papers,  the  Vietnam  War,  and  the  possible 
war  in  Iraq  [“Telling  truths  when  it  i 

counts,”  Jan.  27,  p.  18]. 

Coming  on  the  heels  of  retired  Gen. 
Anthony  Zinni’s  comments  in  your  story 
was  retired  Gen.  H.  Norman  Schwarzkopf  s 
questioning  of  a  possible  war  in  The 
Washington  Post  Tuesday.  The  Post 
described  the  former  commander  of 
Gulf  War  troops  as  not  entirely  disagreeing 
with  the  view  that  the  first  Gulf  War 
ended  badly. 

You  may  be  interested  to  know  there  is 
a  significant  and  growing  movement  of 


Gulf  War  veterans  questioning  the  war: 
http://www.veteransforcommonsense.org. 

NAME  AND  ADDRESS 
WITHHELD  BY  REQUEST 

STRANGE  REDFEllOWS? 

The  lack  of  adequate  question- 
ing  of  White  House  actions  is 
endemic,  particularly  about  the  role 
of  the  United  States  and  other  Western 
powers  in  supplying  rogue  states  with 
weapons  of  mass  destruction  or  access 
to  the  necessary  chemicals,  viruses, 
knowledge,  etc.,  including  the  role  of 
Donald  Rumsfeld  in  this  process  [“Special 
Report:  Unanswered  questions”]. 

The  U.S.  press  is  much  too  much  playing 
the  role  of  concubine  to  the  presidency. 

ALONZO  LEGER 
Riverview,  New  Brunswick 

THE  HARD  FACTS 

So,  LET  ME  GET  THIS  STRAIGHT. 

According  to  your  pages,  we  are 
to  remember  Bill  Mauldin  as  a 
stammering,  doddering  victim  of 
Alzheimer’s  disease  who  could  barely 
stitch  together  a  cogent  compound 
sentence  —  this  man  who,  when  he  was 
himself,  was  such  a  profound  and  incisive 
voice  on  the  absurdity  of  war  [“Soldier- 
artist  remembered,”  Jan.  27,  p.  9]. 

And,  we  are  told,  it  is  also  meaningful 
that  his  personal  life  was  “marked  by  more 
than  one  divorce,”  whatever  “more  than 
one”  means  (two  or  12?),  as  if  divorce  in 
itself  should  somehow  diminish  our 
perception  of  the  intellect  that  created 
Willie  and  Joe. 

I  had  no  {continued  on  page  23} 
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JAN.  31,  1953: 

E&P  went  down  the  bay  the  other 
day  to  meet  the  Italian  Line's  new 
l.ZSO-passenger  flagship  Andrea 
Doha  and  to  greet  the  22  U.S. 
newsmen  and  their  wives  who 


made  the  maiden  voyage  on  her.  between  300  and  500  words. 


More  than  half  of  the  308  news 
editors  who  answered  a  United 
Press  questionnaire  have  voted 
for  tophead  stories  that  run 


These  news  editors  of  the  nation's 
newspapers,  as  well  as  news 
directors  of  its  radio  and  TV 
stations,  want  to  tell  people 
more  stories  in  fewer  words. 
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The  Bimk^am 
(Ala.)  Afeivs  is 
appealing  an  arbitra¬ 
tion  panel’s  rulings 
that  awarded  a  tot^ 
of  nearly  $20  million 
to  six  former  news¬ 
paper  distributorships 
that  alleged  the 
company  unlawfully 
ended  their  delivery 
contracts  in  1998. 

Five  distributorships 
were  awarded  com¬ 
pensatory  and  punitive 
damages  for  loss  of 
franchises  and  profits 
that  were  calculated 
to  last  another  20 
years.  One  former 
dealer  was  awarded 
monetary  damages 
based  on  10  years  of 
lost  profits. 

In  a  S/mwigham 
Atews  statement  last 
week.  Publisher  Victor 
H.  Hanson  III  said  his 
company  —  the  joint 
operating  agency  for 
the  News  and  the 
Bimmgham  Post- 
Herald —  had 
appealed  to  the 
Alabama  Supreme 
(fourt  because  the 
arbitration  panel  had 
exceeded  its  authority 
with  a  decision ‘iotally 
unsupported”  by  the 


dozens  of  reporters  and  photojoumalists  stationed  at 
the  hotel  told  Ef^P  that  they’re  excited  at  the  prospect 
of  being  in  the  enemy’s  capital  when  the  action  begins. 

“It  is  a  huge  opportunity,  but  a  completely  terrify¬ 
ing  prospect,”  said  Ian  Fisher,  a  correspondent  for  TTie 
Neu'  York  Times  who  spoke  from  his  fifth-floor  room 
at  the  Al-Rashid.  “A  huge  topic  here  is  whether  to  be 
here  or  not  when  the  fighting  starts.  I  think  most  are 
ambitious  and  news-hungry  for  it.”  Rajiv  Chandrase- 
karan  of  The  Washington  Post,  who  is  on  his  fourth 
Baghdad  tour  since  September,  agreed:  “It  is  of 
manifest  importance  to  be  here.  Many  people  are 
intent  on  staying  for  the  duration.” 

Most  evenings  find  reporters  gathered  at  Al- 
Rashid’s  Internet  cafe,  where  they  can  file  stories, 
check  e-mail  and  the  Web,  and  share  tea  and  Turkish 
coffee.  Although  alcohol  is  permitted  in  Iraq,  unlike 
neighboring  Kuwait,  it  is  not  the  drink  of  choice, 
according  to  reporters,  who  also  make  little  use  of 
the  hotel’s  two  pools.  On  every  journalist’s  mind,  of 
course,  is 


Facing  a  ‘completely  terrifying 
prospect’  in  Baghdad,  they  keep 
pens,  and  gas  masks,  at  the  ready 


BY  JOE  STRUPP 

Although  most  of  the  Western  journal- 
ists  holed  up  this  week  inside  the  Al-Rashid 
Hotel  in  Baghdad  awaiting  a  U.S.  attack  on 
Iraq  weren’t  there  when  the  Persian  Gulf  War  start¬ 
ed,  they  can  feel  its  links  to  the  past.  Best  known  as  the 
building  where  TV  journalists  telecast  the  first  U.S. 
bombing  strike  12  years  ago,  the  hotel’s  \iolent  legacy 
remains  uppermost  in  the  minds  of  reporters  staying 
there  now. 

Hoping  (perhaps  against  hope)  that  military  train¬ 
ing,  both  from  private  companies  and  the  Pentagon, 
will  be  enough  to  protect  them,  even  as  they  stock  up 
on  gas  masks  and  protective  clothing,  many  of  the 


the  pending  U.S.  attack. 
“Anybody  who  says  they  are  not 
afraid  is  foolish,”  said  Bill  Glauber 
of  the  Chicago  Tribune,  whose 
room  is  dowm  the  hall  from  where 
three  CNN  correspondents  made 
history  with  play-by-play  accounts 
of  the  1991  attack.  “It  is  important 
to  be  here  because  you  have  to 
witness  as  best  you  can.” 

Roger  Cohen,  foreign  editor 
of  The  New  York  Times,  raised  a 
hidden  danger,  pointing  out  that 


Iraqis  outside  the  Al-Rashid  Hotel 
mark  Saddam  Hussein’s  unanimous 
win  in  a  September  referendum. 
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facts.  He  declined 
to  comment  further 
to£&P. 

The  dealers’ 
attorney,  Ted  Taylor, 
told  the  News  that  he, 
too,  was  disappointed 
with  the  panel’s 
award:  The  dealers 
had  asked  for  a  total 
of  $57  million  in 
damages.  Taylor  could 
not  be  reached. 

-  MARK  FITZGERALD 

DOJ  CALLS  FOR 
POST-FIRE  SALE 

The  U.S.  Justice 
Department  is 
forcing  Village  Voice 
Media  and  NT  Media 
to  sell  the  assets  of 
their  now-defunct 
Cleveland  Free  Times 
and  New  Times  Los 
Angeles  to  settle  what 
it  considers  a  case  of 
market-splitting  by 
the  two  leading 
alternative-weekly 
chains.  But  who  will 
want  to  buy  them? 

Purchasers  would 
face  obvious  barriers 
in  trying  to  restart  the 
papers.  Publisher 
Martin  Albomoz  of 
Los  Angeles  Mtemative 
Press,  which  has 
already  moved  to  fill 
the  void,  said  of  the 
assets  for  sale,  the 
New  Times  LA.  name 
is  now  tainted  and 
its  advertiser  list 
“worthless." 

The  government- 
ordered  sale  could  be 
largely  symbolic  if, 
as  Daniel  Gray-Kontar, 
publisher  of  Cleve¬ 
land’s  new  altemative 
monthly.  Urban 
Dialect,  predicted,  a 
revived  Free  Times 
becomes  at  best  a 
trailing  paper  —  if  it 
doesn’t  “close  down 
r~\ 
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the  Iraqi  people  may  be  more  hostile  to 
the  press  than  they  were  in  1991  because 
the  U.S.  is  seeking  not  merely  a  rollback 
from  Kuwait  but  a  regime  change.  “This  is 
a  very  different  kind  of  war,”  he  said. 

Being  able  to  maintain  a  news  presence 
in  the  Iraqi  capital  city  may  be  tougher 
than  reporters  think.  Safety  concerns,  the 
never-ending  tug-of-war  for  visas,  and 
uncertainty  about  when  an  attack  will 
occur  have  put  many  plans  on  a  roulette 
wheel  of  uncertainty.  “It  is  very  fluid,”  said 
Susan  Stevenson,  deputy  managing  editor 
for  The  Atlanta  Journal-Constitution, 
which  expects  to  have  at  least  one  reporter 
in  Baghdad  by  this 
week.  “The  visa  sit¬ 
uation  makes  it 
very  difficult  to 
plan.”  Iraq  has 
given  few  news¬ 
papers  more  than 
one  visa  at  a  time, 
with  a  10-day  limit 
for  each.  After  a 
visa  expires,  a 
renewal  must  be 
requested  —  and 
can  take  weeks  to 
approve.  Although  most  of  the  journalists  expect  an 
attack  to  occur  within  a  month  or  so,  the  10-day  limit 
means  they  can’t  be  sure  if  they  ’ll  be  able  to  remain  in 
the  city  long  enough  to  cover  an  invasion.  This  means 
that  the  papers  have  “to  make  this  up”  as  they  go 
along,  said  Andrew  Ross,  executive  foreign  and 
national  editor  for  the  San  Francisco  Chronicle. 

At  the  Chicago  Tribune,  Foreign  Editor  Colin 
McMahon  has  been  rotating  three  veteran  foreign 
correspondents  in  and  out  of  Baghdad  since  Novem¬ 
ber,  with  each  receiving  visa  renewals  regularly,  in  an 
effort  to  maintain  coverage  under  the  visa  limits. 
Editors  at  major  papers  who  spoke  with  Ei3P  said 
most  of  their  staff  slated  for  Iraq  coverage  had  gone 
through  survival  “boot  camp”  training.  They  also  said 
—  and  some  reporters  confirmed  —  that  no  corre¬ 
spondents  are  being  forced  to  work  out  of  Baghdad. 
Apparently  few,  if  any,  are  declining  the  opportunity 
when  asked,  but  editors  remain  concerned  about 
safety  in  Iraq’s  capital. 

“My  instinct  w^ould  be  to  get  our  people  out  [of 
Baghdad]  before  war  starts,”  said  James  Smith, 
foreign  editor  of  The  Boston  Globe,  which  pulled  its 
only  Baghdad  reporter  out  Jan.  21  due  to  a  visa 
expiration,  but  hopes  to  have  someone  return  soon. 
“I’m  very  anxious  about  having  staffers  in  Iraq.”  The 
Wall  Street  Journal  also  plans  to  keep  its  people  away 
from  Baghdad  during  combat,  according  to  Bill 
Spindle,  the  Jbwmo/’s  Middle  East  editor.  “It  isn’t  our 
stoiy,”  he  said.  “Our  instructions  to  reporters  are,  ‘If 
you  see  shooting,  go  the  other  way.’  ” 

Some  reporters  covering  other  Persian  Gulf  loca- 


Ready  to  Iraq  and  roll:  The 
Chicago  Tribune’s  Ernie 
Torriero  in  Baghdad  (above) 
and  the  Trib’s  Stephanie  Sinclair 
(right  front)  in  Kerbala 

tions  admit  they’d  rather  stay 
out  of  Baghdad  if  possible.  “I 
would  not  want  to  be  there 
when  they  start  the  bombing 
campaign,”  said  Ron  Martz,  a 
Journal-Constitution  reporter 
covering  militarv’  exercises  in 
Kuwait.  “It  will  be  a  lot  more  dangerous  in  Baghdad.” 

But  others,  such  as  the  Chronicle's  Robert  Collier, 
who  had  to  leave  Iraq  two  weeks  ago  due  to  an  expired 
visa,  are  finstrated  that  they  have  to  wait  to  get  back. 
“I  want  to  be  there  for  the  war,”  said  Collier,  who  has 
been  reporting  from  Saudi  Arabia  in  the  meantime. 
“It  will  be  the  biggest  foreign  news  story  in  a  decade.” 

For  most  newsroom  leaders  a  decision  on  keeping 
reporters  or  photographers  in  Baghdad  during  an 
attack  has  yet  to  be  made.  “We  have  to  judge  the  situ¬ 
ation  as  it  happens,”  said  Tom  Kent,  an  Associated 
Press  deputv'  managing  editor  who  w'ould  not  disclose 
how  many  AP  reporters  were  in  Baghdad.  “We  are 
always  a  little  careful  when  telling  the  movements  of 
our  correspondents.”  Editors  at  The  New  York  Times, 
the  Los  Angeles  Times,  The  Washington  Post,  the 
Chicago  Tribune,  the  San  Francisco  Chronicle,  and 
The  Atlanta  Journal-Constitution  were  just  as 
undecided.  Each  said  safety  factors  had  to  be  known 
first.  “We  view  that  as  a  continual  reassessment,”  said 
Maiy  Braswell,  L.A.  Times  deputy  foreign  editor. 
“The  individual  on  the  ground  will  make  the  choice.” 
Post  Deputy  Foreign  Editor  David  Hoffman  agreed: 
“Safety  is  still  the  prioritj  .” 

Back  in  Baghdad,  limitations  on  coverage  include 
using  only  Iraq-provided  interpreters  —  known  as 
“government  minders”  —  who  can  often  intimidate 
interview  subjects.  Talking  on  satellite  phones  can  be 
done  only  at  the  Ministry  of  Information,  while  most 
hotel  phone  lines  are  bugged.  As  one  reporter  told 
E&P  during  a  long-distance  interview',  “You  must  be 
mindful  of  the  questions  you  are  asking.”  11 
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Teenage  fan  club 


Publishers  need  to  talk  to  kids 


BY  LUCIA  MOSES 

ORLANDO,  FLA. 


N  execs  are 

ing  themselves 
into  knots,  trying  to 
figure  out  how  to  make 
themselves  appealing 
to  young  adults.  But 
in  their  obsession  with 
the  18-to-34-year-old 
age  bracket,  are  they 
overlooking  another 
important  slice  of  the 
youth  market, 
namely, 
teens? 

The  focus  on 
those  18  to  34  is 
understandable: 

Most  newspaper 
readership 
studies  have 
focused  on  the 
18-and-up 
audience,  while 
information  on 
teen  media 
usage  is  skimpy.  And 
the  buzz  created  by  the 
youth  tabloids  launched 
by  Chicago’s  tw'o  dailies 
last  fall  has  only  added 
to  the  frenzv’. 

The  Newspaper  In 
Education  program 
hasn’t  done  much  to 
help  papers  reach  teens. 
NIE  is  more  adaptable 
to  elementary  and  mid¬ 
dle-school  classroom 
learning,  so  that’s  where 
it’s  concentrated,  said 
Christine  N.  Wood,  who 
directs  the  Newspaper 
Association  of  America’s 
GOLD  (Growth  Oppor¬ 
tunities  by  Leveraging 
Diversity)  project. 

In  the  end.  Wood 
said,  18  to  34  “seems  like 
an  easier  nut  to  crack.” 
Nevertheless,  she  sees 
growing  interest  by 


newspapers  in  teens. 

With  more  than  S155 
billion  annually  in 
estimated  spending 
power,  the  nation’s  24 
million  teens  not  only 
have  money  to  spend 
but  also  have  a  big 
say  in  their  parents’ 
spending. 

New  research  might 
help  papers  discover  the 
potential  of  this  age 
group.  Belden  Asso¬ 


conference 
supplied  plenty 
of  people, 
teenage  and 
otherwise,  with 
ideas.  Lou 
Pearlman, 
chairman  and 

CEO  of  Trans 
_  ,  Chnstir 

ContincntdJ  NAA*s  < 
Companies 

Inc.  and  the  marketing 
whiz  behind  *NSync 

and  the  Back- 
street  Boys, 
suggested 
fanzines  and 
partnerships 
with  TV  net¬ 
works  such 
as  MTV' 
and  Nick¬ 
elodeon. 

Keep  in 
mind  that 
today’s  teens 


t  which  is  aimed 
at  improving 
the  industry’s 
reach  with 
underserved 
audiences  — 
conducted  an 
advertising 

Christine  Wood  leads 

NAA’s  GOLD  project.  ideas 


ciates  recently  finished  a 
study  for  the  NAA  of 
teens’  media,  advertis¬ 
ing,  and  spending 
habits,  which  it  released 
at  the  annual  NAA 
Marketing  Conference, 
held  here  last  week. 

And  new  findings  by 
Melville,  N.Y.-based 
Newsday  suggest  NIE 
may  indeed  be  a  worthy 
investment.  In  what 
may  be  the  first  research 
of  its  kind,  it  found  that 
young  adults  w'ho  were 
exposed  to  its  NIE 
programs,  including  in 
high  school,  were  far 
more  likely  to  be 
newspaper  readers. 

If  marketers  weren’t 
sure  what  to  do  with  all 
this  information,  the 


independent, 
more  multicultural  in 
worldview,  and  more 
cynical  than  their  fore¬ 
bears,  said  Stephanie 
Testa,  a  senior  marketer 
for  Universal  Parks  and 
Resorts  here. 

Concurrent  with  the 
conference,  GOLD  — 


5  project,  rife  with  ideas 
on  cashing  in 
on  youths,  especially 
teens.  Those  attending 
heard  from  a  panel  of 
teens  w  ho  decried  what 
the>’  saw  as  media 
portrayals  of  kids  as 
troublemakers  who 
don’t  read  papers.  While 
they  get  news  from 
many  sources,  some  said 
they  turned  to  papers 
for  national  and  inter¬ 
national  news.  “We  look 
at  everything  because 
we  are  like  sponges,” 
explained  one  boy. 

Offering  evidence  that 
kids  are  interested  in 
more  than  the  latest 
music,  one  girl  credited 
newspapers  with  help¬ 
ing  her  do  homework: 
“We  have  such  a  variety 
of  interests,  you  can’t 
just  pinpoint  it.  So  the 
broader,  the  better.”  11 


Web  profits  the  talk 
of  NAA  conference 

New  media:  It’s  a  ‘real  business’ 


BY  CARL  SULLIVAN 

ORLANDO,  FLA. 

IT  WAS  UNCHARACTERISTICALLY  CHILLY  HERE 
last  week,  but  the  forecast  was  fine  inside  the 
hotel  where  the  Newspaper  Association  of  Amer¬ 
ica  was  holding  its  annual  Connections  new-media 
conference.  Newspaper  Web  executives  attending  the 
event  were  largely  optimistic  about  this  year.  “Being 


almost  as  quickly  as  it 
opens”  in  the  face  of 
the  market-leading 
Cleveland  Stxne. 

-  LUCIA  MOSES 

BBACIASFOH 


The  National 
Association  of 
Hispanic  Publications 
(NAHP)  is  offering  to  ' 
pay  for  circulation 
audits  of  its  small 
member  papers  that 
are  not  audited.  In  a 
prc^m  funded  by  the 
Verizon  Foundation, 
NAHP  member  papers 
with  circulations  of 
30,000  or  below  that 
have  not  been  audited 
within  the  past  two 
years  will  be  eligible 
for  a  free  one-year 
audit  from  one  of 
the  organization's 
“preferred”  auditors 
—  Certified  Audit  of 
Circulations  or 
Circulation  Verificatiori 
Council  —  or 
a  $1,000  grant 
toward  an  audit  by 
NAHP’s  “premier” 

.  providers  -—  Audit 
Bureau  of  Circulations 
or  Verified  Audit  of 
Circulation. 

-  MARK  FITZGERALD 

NEWSPAPERS 


Beleaguered 
NASCAR  team 
owner  Darwin  Oordt’s 
company  sold  the 
weekly  Murfteesboro 
(Tenn.)  Sun  to  Morris 
Multimedia  Inc.  of 
Savannah,  Ga.,  which 
also  publishes  The 
Daily  hkws  Journal  in 
Murfreesboro. 

Also,  Community 
Media  Corp.  of 
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cash-flow  positive  is  a  lot  better 
than  being  cash-flow  negative,” 
said  David  Hiller,  president  of 
Chicago’s  Tribune  Interactive, 
which  posted  $8.7  million  in 
earnings  before  interest,  taxes, 
depreciation,  and  amortization 
last  year,  compared  with  a  loss 
of  $20  million  in  2001.  He  said 
the  milestone  proves  to  his 
Tribune  peers  that  new  media  is 
a  “real  business.” 

Knight  Ridder  Digital  CEO  and  President  Hilary  A, 
Schneider  reported  yeEir-over-year  growth  in  banner 
advertising  and  sponsorship  sales,  including  what  she 
called  “impressive  growth”  in  national  ads  on  the  Real 
Cities  network,  which  just  expanded  to  include  the 
McClatchy  Co.’s  Web  sites. 

Pitching  newspaper  sites  to  advertisers  has  gotten 
easier  in  the  last  18  months,  said  Washingtonpost. 
Newsweek  Interactive  CEO  and  Publisher  Christo¬ 
pher  Schroeder.  Local  and  national  ad  revenue  at  the 
Washington  Post  Co.’s  Web  sites  (primarily  washing- 
tonpost.com)  jumped  60%  last  year.  Advertising  is 
also  on  the  rise  at  New  York 
Times  Digital,  which  reported 
an  operating  profit  of  $3.3 
•  million  in  the  fourth  quarter 
'  and  $8.3  million  for  the  full 
^  ^  i  year.  And  integrated  print-and- 

online  ad  packages  totaled 
$29.8  million  in  sales  in  2002, 
up  22%  from  the  previous  year. 
But  NYTD  CEO  Martin  Nisen- 
holtz  reminded  his  colleagues 
that  the  journalistic  impact  and  reach  of  new'spaper 
Web  sites  still  far  exceeds  their  financial  results. 
Newspaper  Web  managers  risk  losing  “the  future”  if 
they  only  pay  attention  to  the  short  term,  he  said. 

Without  providing  details,  Nisenholtz  said  NY- 
Times.com  likely  will  launch  a  new  premium-content 
tier  in  the  next  three  months.  Tribune  Interactive  will 
spend  the  next  year  studying  the  paid-content  issue, 
said  Hiller,  who  added  that  history  will  show  that  the 
all-free  access  model  was  a  mistake.  That  doesn’t 
mean  Tribune  sites  will  no  longer  offer  any  free  con¬ 
tent.  Rather,  it  likely  means  that  Tribune  will  restrict 
some  content  to  print  subscribers  and/or  those  who 
purchase  online-only  memberships. 

Several  executives  suggested  that  online  news 
might  develop  into  a  model  similar  to  cable  TV,  where 
users  pay  for  premium  content.  Schroeder  said  the 
problem  with  this  theory  is  that  many  consumers  feel 
they’re  already  paying  for  Web  content  through  their 
monthly  Intemet-service-provider  fees,  even  though 
content  providers  don’t  see  any  of  that  money.  Adver¬ 
tising,  not  paid  content,  will  drive  at  least  80%  of 
newspaper  Web  site  revenue  for  the  next  few  years,  he 
added.  But  Schroeder  also  expressed  worries  about 
the  possible  impact  of  new  ad-blocking  software  and 
he  said  counter-measures  are  needed.  11 


Cypress,  Calif.,  bought 
two  paid  weeklies 
from  Clarion  Publica¬ 
tions  Inc.  of  Para¬ 
mount,  Calif.,  that 
publish  legal  notices 
for  Los  Angeles  and 
Orange  counties. 
Bakersfield,  Calif.- 
based  Gregg  K. 
Knowles  represented 
Clarion. 

Terms  were  not 
disclosed  in  either 
transaction. 

-  LUCIA  MOSES 


Rumors  of  war 
cloud  forecasts 


print  and  broadcast 
advertising  revenue, 
including  an  anticipated 
turnaround  in  help- 
wanted  ads.  That 
category  is  seen  as 
especially  at  risk  if  the 
possibility  of  war  causes 
businesses  to  delay 
hiring  plans. 

On  the  cost  side,  with 
Abitibi-Consolidated 
Inc.  and  Bowater  Inc. 
reportedly  planning 
$50-a-ton  newsprint 
price  boosts  March  1, 
some  publishers  budget¬ 
ed  for  a  second  price 
hike  that  could  cause 
their  paper  expense  to 
rise  as  much  as  10%  this 
year.  Others  considered 
the  announced  hikes  to 
be  premature  and  pre¬ 
dicted  implementation 
will  take  time  as  last 
August’s  increases  did. 
As  Media  General  Inc. 
Chairman  and  CEO  J. 
Stewart  Biyan  III  sees  it, 
print  ad  demand  hasn’t 
picked  up  enough  to 
support  more  than  one 
newsprint  price  hike 
this  year.  11 


BY  LUCIA  MOSES 

The  streak  of 
upbeat  fourth- 
quarter  earnings 
reports  by  newspaper 
companies  continued 
last  week,  but  corporate 
chieftains  warned  that 
political  and  economic 
uncertainties  could 
bring  the  profits  party 
to  a  premature  end. 

Most  companies 
reported  results  that 
surpassed  Wall  Street 
expectations  and  stuck 
by  their  earlier  outlooks 
for  this  year. 

“The  geopolitical  and 
economic  climate  in 
2003  remains  uncertain, 
and  2002,  with  its 
record  financial  results, 
will  be  a  hard  act  to 
follow,”  McClatchy  Co. 
Chairman  and  CEO 
Gary  B.  Pruitt  said  in  a 
statement. 

Analysts  believe  the 
New  York  Times  Co., 
the  Tribune  Co.,  and 
Gannett  Co.  Inc.  will  be 
among  the  industiy’s  top 
performers  this  year  as 
they  benefit  from  strong 


David  Hiller, 
Tribune  Interactive 


Newdfy.a 

Chicago  alter¬ 
native  weekly,  has 
come  to  the  rescue 
of  a  University  of 
Chicaj^  student  paper 
forced  to  dose  in 
October.  Newcity  will 
print  and  distribute 
10,000  copies  of 
Vk  Chicago  Weekly 
Afews  with  its  own 
paper  inserted  as  a 
supplement. 

-  MARK  FITZGERALD 


Hilary  Schneider, 
Knight  Ridder  Digital 


Fred  Russell,  96, 
sports  editor 
emeritus  of  the 
now-defunct  Nashville 
(Tenn.)  Banner,  died 
Jan.  26. ...  W.S. 
“Bud”  Coulson,  83, 
president  of  the 
Inland  Newspaper 
Machinery  Corp.  for 
more  than  20  years, 
died  Jan.  16. ... 
Robert  W.  Keim  Sr., 
74,  retired  president 
and  chief  operating 
officer  of  the  Landon 
Media  Group  adver¬ 
tising-rep  firm,  died 
Dec.  27.  -  30  ■ 


The  Boston  Globe 

coverage  a  different  inter- 

national  story  on  Jan.  26,  j 

with  a  l6-page  section  ! 

targeting  preventable  '  - 

deaths  from  ailments  ; 

that  reportedly  kill  L 

24,000  people  daily.  Four 

months  of  work  by  eight  Globe  staffers  went  into 

it,  which.  Foreign  Editor  James  Smith  said,  cost 

“tens  of  thousands  of  dollars.”  —JoeStrupp 
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ALABAMA 

Troy  Tumor  to  executive  editor  of  The 
Anniston  Star  from  managing  editor. 
Turner  succeeds  Chris  Waddle,  now  director 
of  the  newly  created  Ayers  Institute. 

John  Fleming  to  editor  from  associate  editor. 

MINNESOTA 
Jeff  Coolman  to  vice  president  and  general 
manager  of  Minnesota  Sun  Newspapers 
Inc.  in  Eden  Prairie  from  vice  president 
of  sales  and  marketing. 

Lisa  O'Halloran  to  advertising  director  at 
the  Duluth  News  Tribune  from  advertising 
director  at  the  Centre  Daily  Times  in 
State  College,  Pa. 

NEW  YORK 
James  K.  Williams  Jr.  to  publisher  of 
The  Record  in  Troy  from  advertising 
director  at  The  Times  Reporter  in  New 
Philadelphia,  Ohio. 

NORTH  CAROLINA 
Mike  Fuhrman  to  managing  editor  of  the 
Statesville  Record  Landmark  from 
projects  and  enterprise  editor  at  the 
Columbia  (Mo.)  Daily  Tribune.  Fuhrman 
succeeds  Eric  Millsaps,  now  managing 
editor  of  The  Hickory  Daily  Record. 

PENNSYLVANIA 
Steven  Mrakovich  to  the  newly  created 
position  of  controller  at  The  Sentinel 
in  Carlisle  from  owner  of  a  financial- 
consulting  firm  in  Elizabethtown. 

TEXAS 

Lisa  Sorg  to  editor  of  the  alternative  weekly 
San  Antonio  Current  from  news  editor. 
Sorg  succeeds  Retha  Oliver,  who  resigned. 


George  H. 
Cogswell  III 

to  president  and 
publisher  of  the 
Abilene  Reporter- 
News  from  director  of  circulation 
and  marketing  services  for 
Scripps  Treasure  Coast  News¬ 
papers  in  Stuart,  Fla.  Cogswell 
succeeds  David  Mercier,  who 
resigned. 


BY  JAMIE  SANTO 


SPEMf 
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MISSOURI 


Denise  L.  Holman, 
Jen  Wood 

Denise  Holman  and  Jen  Wood 
eadh  has  been  named  to  the 
newly  created  position  of  vice 
prwident  of  sales  at  the  St 
Louis  Post-Dispatch.  Holman  Oeft)»  who  was  vice  president  of 
advertising  at  the  New  Haven  (Conn.)  R^istery  will  oversee  major  ' 
accounts,  automotive,  national,  and  real  estate.  Wood,  previously 
the  P-D  director  of  retail  and  product  sales,  will  be  responsible  for 
recruitment,  classified,  retail  territories,  business,  and  health  care. 


IF  YOU  WANT  TO  HOVE  YOUR 
ONLINE  oPERflnoN  wry  OHERD, 
WHERE  DO  YOU  GET  STARTED? 
BEEN  TO  POYNTER? 


Poynter  Leadership  for  Online  Editors  &  News  directors 
April  27-30, 2003 

Application  Deadline:  March  3, 2003 

In  this  three  week  seminar,  leaders  in  key  positions  in  online  news  operations 
will  make  significant  progress  on  their  biggest  leadership  challenges,  begin 
developing  content  possibilities,  and  explore  revenue  opportunities.  You 
will  set  the  agenda  and  then  design  your  own  plan  of  action  guided  by 
the  needs  of  your  organization.  After  the  seminar,  you'll  have  the  option 
of  linking  with  a  coach  for  advise  and  consultation  during  the  next  year. 


Poynter. 


EVERYTHING  YOU  NEED  TO  BE  A  BETTER  JOURNALIST 

www.poynter.org 

$450  tuition  includes  hotel  stay.  Apply  Today! 


DON’T  MISS  THE  APPLICATION  PEADLINE.  APPLY  NOW. 
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For  citing  connoisseur  who  says  Beaujo  is  plonk, 
a  French  magazine  is  forced  to  walk  the  plank 


The  French  establishment, 
which  is  so  phlegmatic  about 
Saddam  Hussein,  has  found  a 
cause  to  go  ballistic  over: 
criticism  of  its  Beaujolais  Nouveau. 

For  decades,  the  arrival  of  each 
Beaujolais  vintage  touched  off  a  global  sales 
frenzy.  But  last  year  winemakers  were  stuck 
with  so  much  unsold  Nouveau  they  were 
forced  to  turn  2.6  million  gallons  —  the 
equivalent  of  13  million  bottles  —  into 
vinegar  and  industrial  alcohol.  Lyon  Mag, 
a  struggling  magazine  located  just  down 
the  road  from  the  Beaujolais 
region,  asked  France’s  lead¬ 
ing  wine  expert,  Francois 
Mauss,  why  that  w'as. 

The  reason  is  simple, 
replied  M.  Mauss:  This 
Beaujolais  Nouveau  is 
“vin  de  merde.”  Pardon  our 
French,  but  that  translates 
into,  well,  let’s  just  say  it 
rhymes  with  what  an 
oenophile  does  at  a  tasting:  spit. 

Qyel  scandak!  Beaujolais  makers  sued 
and  an  indignant  judge  socked  Lyon  Mag 
with  fines  totaling  350,000  euros  —  almost 
$375,000  —  enough,  its  editor  says,  to  put 
the  magazine  out  of  business.  The  judge 
filmed  that  the  critic  and  magazine  had 
gone  “beyond  the  acceptable  exercise  of 
social  criticism,  gravely  abusing  freedom  of 
expression.”  Lyon  Mag  called  the  verdict 
“unreasonable  and  incomprehensible.” 
Unreasonable?  Sure.  But  incomprehen¬ 
sible?  Hardly.  The  sad  fact  is,  Lyon  Mag  is 
one  of  many  news  outlets  around  the  world 
threatened  by  the  “obligation  of  press 
objectivity”  doctrine  first  enshrined  in 
France’s  1789  Declaration  of  the  Rights  of 
Man  and  now  appearing  as  a  faux  freedom 


everywhere  from  Venezuela’s  constitution 
to  the  “veggie  libel”  law's  of  13  U.S.  states. 

Presumed  accessible:  Juries 

In  a  sweeping  pro-press  ruling  that  has 
gone  unnoticed  outside  the  Buckeye  State, 
the  Ohio  Supreme  Court  has  declared  that 
the  U.S.  Constitution  grants  reporters  a 
presumption  of  access  to  jury  lists  and  juror 
questionnaires.  The  decision  comes  from  a 
highly  publicized  death-penalty  case  in 
2000.  Potential  jurors  were  required  to  fill 
out  detailed  questionnaires  about  their 

religious  beliefs,  medical 
histories,  and  other  sensi¬ 
tive  topics  —  but  were  told 
by  Judge  Jane  Bond  that 
their  answ'ers  would  be 
confidential.  The  Akron 
Beacon  Journal  asked  to 
see  the  questionnaires,  but 
Bond  refused.  She  seated 
an  anonymous  jury  for  the 
trial,  and  it  stayed  anony¬ 
mous:  When  deliberations  were  halted 
suddenly  amid  murkv'  allegations  of  juror 
misconduct,  the  judge  had  the  jurv'  spirited 
out  of  the  courthouse  by  a  back  stairway. 

An  appellate  court  clucked  in  sympathy 
with  the  Beacon  Journal’s  arguments  — 
but  left  it  to  the  Ohio  Supreme  Court  to  cut 
through  the  fashionable  cant  about  juror 
“privacy.”  The  high  court  explicitly 
endorsed  the  long  history  of  making 
juror  names  public,  and  even  said  press 
interviews  of  jurors  after  trial  help  ensure 
against  bias  and  misconduct. 

Thanks  to  the  tenacity  of  the  Beacon 
Journal  in  an  uncomfortable  case, 
newspapers  across  America  can  better 
ensure  the  public’s  right  to  know  who  is 
sitting  in  judgment  of  defendants. 


Meanwhile,  in 
Ohio,  the  “Akron 
Beacon  Journal” 
strikes  a  blow 
for  the  public’s 
right  to  know. 
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New  studies  seek  to  show  that  ‘quality’ 
can  pay  off.  There’s  just  one  problem: 

No  one  agrees  on  what  ‘quality’  means 

BY  LUCIA  MOSES 

Back  in  mid-2001,  journalists  were  mad  as  hell, 
and  they  weren’t  going  to  take  it  anymore.  With  the 
flow  of  advertising  revenue  severely  restricted,  news¬ 
papers  were  shedding  editorial  and  other  staff,  trim¬ 
ming  training  budgets,  and  folding  editions.  Not  just 
journalism  but  the  future  of  democracy  was  at  stake,  critics  cried. 
Saving  their  harshest  words  for  publicly  owned  companies,  these 
critics  called  for  CEOs  to  appoint  editors  to  their  boards  and  stand 
up  to  Wall  Street  and  its  insatiable  thirst  for  ever-higher  profits. 

This  continued  for  a  while,  but  there  were  no  takers.  Some 
media  observers  started  thinking  about  the  once-unthinkable:  We 

realize  a  newspaper  is,  at  bottom,  a  business,  discussion  to  be  mostly  circular,”  he  recalls, 
so  w  hat  if  we  could  prove  that  good  journal-  Newsies  have  long  felt  uneasy  with  the 

ism  can  make  a  newspajier  more  monej’  than  idea  that  news  organizations  are  businesses. 


bad  journalism?  Then  maybe  Wall  Street 
would  reward  companies  based  on  quality! 

One  of  the  people  asking  the  question  w'as 
Dale  Peskin,  the  executive  director  of  New 
Directions  for  News  (NDN),  a  journalism 
think  tank.  A  former  assistant  managing 
editor  of  TTie  Dallas  Morning  News  and  a 
founding  executive  of  Belo  Interactive, 
Peskin  looked  at  the  issue  through  both 
editorial  and  business  lenses.  “We  found  the 


Indeed,  concerns  about  the  effect  of  profits 
on  the  news  goes  back  at  least  100  years  to 
the  time  of  yellow  journalism.  But  as 
cutbacks  mounted,  a  new  pragmatism 
started  to  take  over.  Journalism  groups  that 
once  stuck  to  their  knitting  are  collaborating 
as  never  before.  And  editors  and  publishers 
are  speaking  more  civilly,  ev’en  if  they  often 
talk  past  each  other. 

“As  we  get  greater  orientation  to  satisfying 
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A  PHILIP  MEYER,  University 
of  North  Carolina:  “I  know 
in  my  heart  credibility  has 
economic  value.  What  I 
need  is  to  find  evidence 
that  will  convince  people." 


shareholders  and  less  on  public-service 
journalism,  researchers  are  realizing  that 
appeals  to  good  journalism  [aren’t]  going 
to  work,”  says  John  H.  McManus,  author  of 
the  book,  Market-Driven  Joumalivn:  Let 
the  Citizen  Beware?  Publications). 

Peskin’s  musings  led  in  October  of 
2001  to  a  Harvard  University  workshop, 
co-sponsored  by  NDN  and  the  Nieman 
Foundation,  to  discuss,  among  other 
things,  different  business  models  for  news. 
But  one  major  question  reared  its  head 
early  on  among  analysts,  academics, 
publishers,  and  journalists:  What  is 
quality  —  and,  whatever  it  is,  how  can  it 
be  encouraged  amid  profit  pressures? 

The  John  S.  and  James  L.  Knight 
Foundation  gave  NDN  $218,000  to  keep 
the  conversation  going  and  research  the 
link  between  quality  and  profits.  The  think 
tank’s  neutrality  on  the  issue  made  it  ideal 
to  pursue  the  question,  says  Eric  Ne\\ton, 
director  of  journalism  initiatives  for  the 
foundation,  which  has  put  a  total  of  $1 
million  over  the  past  18  months  into 
news-economics  projects.  “NDN  is  trying 
to  raise  the  level  of  conversation  so  we’re 
not  arguing  about  good  and  e\il  but  rather 
talking  about  how  good  business  and  good 
journalism  can  go  hand  in  hand,”  he  says. 

Others  are  moving  in  similar  directions. 

In  mid-2002,  Geneva  Overholser  invited 
academics  to  a  journalism  conference  at  the 
Poynter  Institute  in  St.  Petersburg,  Fla. 
“One  of  my  goals  has  been  to  bridge  the 
famous  gap  between  academics  and  the 
practice  of  journalism,”  says  the  former 
editor  of  The  Des  Moines  (Iowa)  Register 
and  current  professor  at  the  University  of 
Missouri  School  of  Journalism.  Last  month. 


A  GENEVA  OVERHOLSER,  University 
of  Missouri  School  of  Journalism:  “I 
do  understand  that  the  challenge  is 
huge  ...  [but]  I  feel  more  hopeful 
than  I  have  in  a  long  time." 


JAMES  M. 
NAUGHTON, 
Poynter  Institute, 
“[Wle're  past  the 
point  of  being 
able  to  work  with 
the  business  side 
without”  metrics 
for  so-called  “jour¬ 
nalism  capacity.” 


▼  DIANE  MC  FARLIN, 
American  Society  of 
Newspaper  Editors: 
“Investing  in  journalism 
is  an  agonizing  issue”  and 
“tilt’s  very  difficult  when  it's 
purely  an  emotional  [one].” 


she  met  with  leading  j-schoolers  and 
newspaper  people  to  brainstorm  about 
how  the  academy,  through  selection  of 
graduate  students  and  their  research  topics, 
can  better  serve  the  practice  of  journalism. 

Other  related  Knight-fimded  projects 
were  bom:  an  analysis  of  existing  research 
on  news  economics  to  identity*  where 
more  work  is  needed  and  a  Web  site  under 
development  by  the  Media  Management 
Center  at  Northwestern  University  to  share 
information  about  media  economics. 

Quality  by  the  nu tubers 

Meanwhile,  the  Poynter  Institute  began 
collaborating  with  Tom  Rosenstiel,  a 
Columbia  University  professor  w  ho  heads 
its  Graduate  School  of  Journalism’s  Project 
on  Excellence  in  Journalism,  an  initiative 
aimed  at  raising  the  standards  of  the  craft. 
Almost  every'one  talks  about  the  need  for 
quality  journalism,  but  Rosenstiel  was 
interested,  as  was  Poynter,  in  figuring  out 
a  way  to  identity*  it.  Using  newspaper 
financial  data  provided  by*  the  Inland  Press 
Association,  they’re  trying  to  devise  a  set  of 
measures  of  “journalism  capacity  ”  that  will 
give  newspapers  a  way  of  measuring  them¬ 
selves  editorially,  a  sort  of  Inland/Inter¬ 
national  New’spaper  Financial  E.\ecutives 
cost-and-revenue  study*  for  the  news  side. 

“People  worry*  it’ll  impose  a  numerical 
burden  on  newsrooms,”  say*s  Poynter 
President  James  M.  Naughton,  “but  I  think 
we’re  past  the  point  of  being  able  to  work 
with  the  business  side  without  doing  so.” 

The  American  Society*  of  Newspaper 
Editors  also  got  on  board.  ASNE  plans  to 
include  at  its  spring  convention  a  panel  on 
the  latest  journalism-economics  research. 


as  well  as  a  panel  discussion 
with  editors  and  CEOs. 
“Investing  in  journalism  is 
an  agonizing  issue  for 
everyone  in  the  industry 
right  now,”  says  ASNE 
President  Diane  McFarlin, 
also  publisher  at  the 
Sarasota  (Fla.)  Herald- 
Tribune.  She  applauds  the 
search  for  data,  saying, 

“It’s  very  diflficult  when  it’s 
purely*  an  emotional  issue.” 

Most  anticipated  is  the 
work  on  the  link  between 
quality  and  profits,  for 
which  NDN  tapped 
University  of  North 
Carolina  researcher  and 
former  Knight  Ridder 
new's-and-circulation 
executive  Philip  Meyer. 

The  timing  seems  ripe  for  this  kind  of 
inquiry.  As  the  economy  improves,  papers 
are  starting  to  think  about  investing  in  their 
products  again.  But  producing  research  the 
industry*  w’ill  pay  attention  to,  much  less 
embrace,  faces  tremendous  hurdles. 

Author  McManus  says  that  while  he’s  a 
great  admirer  of  Meyer,  he’s  “hopeful  but 
not  confident”  his  work  will  have  an 
impact.  “I  think  these  executives  are  so 
focused  on  [short-term  results],  they'’re 
reluctant  to  make  the  investment  in 
long-term  profitability.  And,  to  be  fair  to 
them,  they  face  pressures.” 

“To  change  [Wall  Street’s]  engrained 
attitudes,  there’s  going  to  have  to  be  pretty* 
persuasive  research,”  chimes  in  Gilbert 
Cranberg,  co-author  of  Taking  Stock:  Jour¬ 
nalism  and  the  Publicly  Traded  Newspaper 
Company  (Iowa  State  University*  Press). 

Was  it  ^ood  for  you? 

Researchers  know  in  their  guts  that 
investing  in  the  product  will  pay*  off 
financially,  even  if  they  haven’t  proved  it  to 
every'one’s  satisfaction.  Half  a  dozen  studies 
have  sought  to  make  the  connection,  but 
the  biggest  difficulty*  is  defining  quality. 

“I  know  it  when  I  see  it”  w'ould  seem  to  be 
the  only*  accepted  criterion.  Research  has 
shown  that  readers  and  editors  agree  only* 
half  the  time  on  what  quality  journalism 
is.  And  there  are  many*  threads  in  a 
paper’s  financial  success  besides  editorial 
excellence,  from  service  to  price  to 
competition,  to  name  a  few*. 

A  leading  researcher  in  this  area, 

Stephen  Lacy,  director  of  Michigan  State 
University  ’s  School  of  Journalism,  pub¬ 
lished  a  study  {continued  on  page  21} 
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PUBLISHING  OPPORTUNITY 
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www.PublishingOpportunity.coin 
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EDUCATION 


WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash¬ 
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Academic  credit  is  available.  Check  us  out  at 
www.worldji.com  We  may  be  right  for  you. 
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www.mediamergers.coni 
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EAST  TEXAS  WEEKLY,  growing  area, 
large  beautiful  lake,  larger  towns  nearby, 
metro  two  hours  away.  Bill  Berger,  Associ¬ 
ated  Texas  Newspapers,  (512)  476-3950, 
1801  Exposihon,  Austin,  TX  78703. 


For  a  list  of  Properties,  for  sale  go  to 
www.mediamergers.com 
W.B.  Gnmes  &  Co.-  Est.  1959 
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Box  3204,  Editor  &  Publisher  Classified 
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ONCE-IN-LIFETIME  opportunity.  Estab¬ 
lished  weekly  with  big  potential  in  Idaho 
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TABLOID-SIZE  MONTHLY  in  Big  Bend  of 
Texas  seeks  buyer  to  expand  readership, 
advertising  to  wider  region.  Marathon  Gazette 
began  publication  two  years  ago  and 
was  2002  finalist  in  Dallas  Press  Club 
awards  for  “best  neighborhood  newspaper 
under  15,0(X)  circulation."  A  desert  town 
with  thriving  artist’s  community  near  Big 
Bend  national  park.  Marathon  was  named 
38th  on  Men’s  Journal  list  of  “50  best 
places  to  live  in  U.S."  in  March  2002.  Call 
(915)  386-9011  for  further  information. 
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Box  2036,  Editor  &  Publisher  Classified 
770  Broadway,  7th  FI,  NY.  NY  10003 


-EQUIPMENTS  SUPPLIES- 


MAILROOM 


NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  -  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors,  Vice  President  of  Sales 
Phone;  (508)  850-7945 
Fax:  (508)  850-7951 
tconn3317@aol.com 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood.  Counter 
Floor.  &  Wall.. .We  Have  It  All 


Cal  Now  (800)  243-3999 
Fax  (810)794-5372 

NATIONAL  NEWSVEND 
7324  Greanbush  Avenue 
NH.CA.  91805 


PRESSES 


CURRENTLY  AVAILABLE  FROM  INLAND 

•5-unit  HARRIS  1660  with  double  2:1 
folder,  five  MEG’s  -  pnce  reduced. 

•4TJnit  GOSS  METRO  OFFSET  22  3/4 
cut-off  with  a  1 3  de  half  deck. 

•Add-on  10(X}  series  GOSS  URBANITE 
units. 

•  7-unit  GOSS  SC  press,  clean  and  in 

0<w1  riviHitinn 

•8-unit  GOSS  COMMUNITY  new  75HP 
drive  in  '98. 

•  8-unit  WEB  LEADER  with  2  stacked  posi¬ 
tion  units. 

•HARRIS  V15A  &  V15C.  NEWS  KING 
and  WEB  LEADER  equipment. 


NEWSPAPER  APPRAISERS  NEWSPAPER  .APPRAISERS 


Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 


Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 

John  Crihh  •  Jim  Hicks 
Tom  karavakis  •  Gary  Greene 


104  East  Main,  Suite  402,  Bozeman,  MT  59715 


CRIBB 

&  ASSOCIATES 

Publlcwtton  Brok*r*o*  A  ApprwiMi 

(406)  586-6621  *  FAX  406-586-6774 


PUBLICATIONS  W.ANTED 


WANT  TO  BUY  directories,  trade  journals, 
or  niche  publications.  Contact  P.O.  Box  644 
Toledo,  OH  43601. 


-EQUIPMENTS  SUPPLIES- 


EQL  IPMENT  FOR  SALE 


FOR  SALE:  URBANITE  folder/100  HP 
drive/motor  $31,000  (w  UPPER  FORMER 
$44,000)  John  Newman  (913)  6484195 


MAILROOM 


BUY/SELL/AU  MAILROOM  E(}UiPMENT 

Muller  Martini/Rima/()uipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 


Inland  Newspaper  Machinery  Corp. 
P.O.  Box  15999,  Lenexa.  KS  66285 
(913)  492-9050  •  Fax  (913)  492-6217 

www.inlandnews.com 


GOSS  SSC,  new  1981, 1986,  22  3/4, 

8  mono  units,  two  4-high  stacks  each  with 
Tec  12’  dryers  and  chills,  UOP  color  unit,  2 
SSC  folders  (one  with  upper  former),  with 
DP  and  cross  perferred  5  motors  and  con¬ 
trollers,  2  Enkel  splicers,  infeeds,  web 
guides,  cutoff  controls. 

Recently  rebuilt,  producing  high  quality  4/C 
heatset  work.  Available  as  a  complete 
pressline  or  individijal  components. 

Webeq  International.  Inc. 

(847)  459-9700;  Fax:  (847)  459-9707 
presssales@aol.com 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  648461 1  or  fax  (81 5)  648-2856 


NEWSPAPER  BROKERS 


l.cader  in  Sale 
(if  Community 

fTi 

Neuspapers 

Check  <n*r  references 

(214)  26S-9.MM) 

Kickcnhachcr  Media 

673  1  Dc>C4»  l>r  .  Dallas 

I  X  752: 

5 

w  \vw  .nckcnbachcrmt 

dia.c-om 

NEWS  makes  the  difference.  \ 


NEWSPAPER  BROKERS 


MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 
Lon  W.  Williams 


@  visit  our  website  @ 
www.editorandpublisher.com 
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-HELP  WANTED- 


-EQUIPIVIENT&  SUPPLIES- 


PRESSES 


PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4”, 

22”,  21  1/2”,  21” 

•  New  or  Rebuild  Goss  R.T.P.  42”  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel;  (800)  821-6257 
Fax:  (323)  256-7607 


-INDUSTRY  SERVICES- 


CIRCULATION  AUDIT 
THERE  IS  AN  ALTERNATIVE! 

Circulation  Verification  Council  (CVC)  is  the 
largest  auditor  of  community  papers  nation¬ 
wide.  Call  for  an  information  kit  and 
no-obligation  quote.  (800)  262-6392 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


CIRCULATION  III  PROMOTIONS,  INC. 

Your  telemarketing  partner  into  the  21st 
century!  Bob  Price:  (949)  760-3939 
Circulationiii.com 

EDWARDS  INC. 

Serving  newspapers  since  1952 

Telemarketing 

100%  pre-paid  subscriptions  -  specializing 
In  EasyPay  auto  debit  orders 
Buddy  0.  Dennis  (619)  299-8700 
Fax:  (619)  299-8739 
Email:  Buddy@greinc.com 

HEADLINE  PROMOTIONS.  INC. 

Cold-Calling  Specialists. 
Programs  Include; 

•  Starts  ‘Stop-Saver  •  Verification 

(800)  260-9923 
Dennis  McQuillan 

LEVIS 

ALL  YOU  NEED  TO  KNOW 
ABOUT  NEWSPAPER 
TELEMARKETING 

Starts/NIE  Fundraising/Stop  Saver 
(800)  884-9511 
Email:  thelevisco@aol.com 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predichve  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail;  mpi@marketingplusinc.com 
www.marketingplusinc  .com 
Member  of  the  USA  Chambers  of  Commerce 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


WESTPARK  DIRECT 

Intelligent  Circulation  Marketing 

viww.westparkdirect.com 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


CONSULTANTS 


FACING  THE  SPANISH  BOOM 

Circulation  challenged  by  a  surge  of 
Spanish  in  your  zone?  The  top  experts  in 
U.S  Spanish-language  publishing  can  help, 
regardless  of  size.  Newsroom,  publishing 
and  business  solutions  our  trademark.  Ref¬ 
erences  include  largest  chains,  span- 
ishsolutions@hotmail.com  (305)  361-0881. 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


WEB  PUBLISHING 


WEBSITES  FOR  NEWSPAPERS.  1871 
Media's  clients  spend  less  and  get  more.  No 
techies  required!  Publish  stories,  classifieds, 
calendars,  ads,  &  email  newsletters. 

Rick  Stratton  (866)  GET-1871 
Rick@1871media.com 


ACCOUNTING 


The  Sarasota  Herald-Tribune  is  seeking  a 
CREDIT  MANAGER  to  supervise  and  direct 
the  activities  of  Credit,  AR  Customer 
Service  and  Work  Order  Entry.  Oversees 
the  maintenance  of  all  customer  credit  files 
and  enforces  company  credit  policies  in  ac¬ 
cordance  with  established  guidelines.  Ability 
to  work  closely  with  Advertising 
Department.  Five  years  newspaper  credit 
and  collection  experience  preferable.  We 
recognize  and  appreciate  the  benefits  of  di¬ 
versity  in  the  work  place.  Send  resume  to: 
Controller,  Sarasota  Herald-Tribune,  801  S. 
Tamiami  Trail,  Sarasota,  FL  34236. 


ADMINISTRATIVE 


BIG  SKY  OPPORTUNITY 

Yellowstone  Newspapers,  Montana’s 
largest  family-owned  community  newspaper 
group,  is  seeking  applicants  for  a  compa¬ 
ny-wide  position:  Vice  President,  Sales  and 
Operations.  Candidates  should  have  sales 
and,  hopefully,  general  newspaper  manage¬ 
ment  background.  Human  resources,  finance, 
web  printing  and  corporate  or  group 
experience  helpful.  Position  reports  to  pres¬ 
ident/owner  of  the  company,  and  is  based 
in  scenic  Livingston,  MT  area,  50  miles 
north  of  Yellowstone  Park-  in  the  heart  of 
northern  Rockies  fly  fishing,  hunting,  skiing 
country.  Compensation  and  benefits  com¬ 
petitive.  Send  resume  and  salary  require¬ 
ments  to:  John  Sullivan,  President,  Yellow¬ 
stone  Newspapers,  P.O.  Box  2000,  Living¬ 
ston,  MT  59047  or  E-mail: 

execoffice@livent.net 

GENERAL  MANAGER  needed  for  daily  news¬ 
paper  located  in  Southwest  Louisiana.  Mail 
resume  and  cover  letter  to;  General  Manager 
Louisiana  State  Newspapers,  Inc.  P.  0. 
Box  4033-C  Lafayette,  LA  705024033 
E-mail:  darrell@tmch.com 


ADMINISTRATIVE 


GENERAL  MANAGER 

The  Pioneer  Group,  a  progressive  north¬ 
western  Michigan  publishing  group  is  seeking 
experienced  person  to  assume  the  position  of 
General  Manager  of  the  Manistee 
News  Advocate  and  it's  associated  west- 
shore  publications. 

Ideal  candidates  will  possess  a  strong  work 
history,  reflecting  leadership,  motivational 
and  interpersonal  skills,  and  will  be  able  to 
lead  a  management  team  toward  a 
common  goal.  A  strong  community- 
customer  focus  is  essential. 

The  News  Advocate  is  a  daily  newspaper  lo¬ 
cated  on  the  shores  of  Lake  Michigan  in  the 
historical  Port  City  of  Manistee.  The  area  is 
a  fishing  and  hunting  mecca,  a  paradise  for 
the  water-lover  and  boasts  a  progressive 
school  system.  The  GM  position,  which 
could  lead  to  that  of  publisher,  oversees 
the  six-day  daily,  the  weekly  Benzie  County 
Record  Patriot  in  Frankfort,  two  shopping 
guides  and  various  niche  publications.  Salary 
is  commensurate  with  Inland  projections 
and  experience  and  includes  a  full  benefit 
package. 

Consider  joining  our  family-owned  employee 
friendly  company  in  beautiful  northwest 
Michigan. 

Send  letters  of  interest  and  resume  to: 

Cheryl  Rosen,  Human  Resources  Manager 
The  Pioneer  Group 

502  N.  State  Street,  Big  Rapids,  Ml  49307 
All  applications  will  be  held  confidential. 

PUBLISHERS  WANTED 

We're  looking  for  publishers  for  a  couple  of 
our  community  newspapers.  If  you  are  a  tal¬ 
ented  department  head  (advertising,  circula¬ 
tion,  any  newspaper  discipline)  and  are  in¬ 
terested  in  making  the  jump  to  becoming  a 
publisher,  we’d  like  to  hear  from  you.  Or  if 
you  are  simply  looking  for  a  new  challenge, 
we'd  want  to  hear  from  you  too!  We  are  a 
progressive  newspaper  company  with  ex¬ 
cellent  benefits  and  opportunities  for 
growth. 

We’re  looking  for  “A”  players!  If  you  are  an 
“A”  player,  send  your  resume  and  cover  letter 
to  Box  3231,  Editor  &  Publisher  Classified, 
770  Broadway,  7th  Floor.  New  York, 
NY  10003. 


ADVERTISING 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 

ADVERTISING  SALES  MANAGER 
We  are  looking  for  an  organized  sales  man¬ 
ager,  who  knows  how  to  sell,  motivate  and 
manage  an  eager  sales  staff.  We  publish  a 
13,500  six  day  a  week  daily  newspaper,  a 
weekly  newspaper  and  a  shopper.  Successful 
candidate  will  possess  a  proven  track 
record  in  newspaper  sales,  knowledge  of 
both  retail  and  classified  advertising  pro¬ 
grams.  We  offer  a  competitive  salary  and 
performance  bonus,  and  a  comprehensive 
benefit  package.  Position  is  located  in  Ash¬ 
land,  Ohio,  we  are  part  of  Dix  Communica¬ 
tions,  a  family  owned  company  for  over 
110  years.  Send  a  resume  to  Ashland 
Times  Gazette,  Attention  Ron  Waite,  Corpo¬ 
rate  Director  of  Sales  and  Marketing,  40 
East  Second  Street,  Ashland,  OH  44805. 

Or  E-mail  rwaite@dixcom.com 


-HELP  WANTED- 


ACADEMIC  ACADEMIC 


VISITING  ASSISTANT  PROFESSOR 
OF  JOURNALISM 


Ohio  Wesleyan  University  invites  applications  for  a  one  year,  non-tenure 
track  appointment  as  an  assistant  professor  of  journalism  beginning  in 
August  2003.  This  one-year  term  position  may  be  converted  to  a  tenure 
track  position  for  2004.  It  may  be  possible  for  the  occupant  of  the  term 
position  to  apply  for  the  tenure  track  position,  if  authorized.  The  successful  can¬ 
didate  will  be  able  to  teach  courses  in  basic  news  writing  and  reporting,  editing, 
public  affairs  reporting,  media  law  and/or  journalism  history.  The  successful 
candidate  will  also  .udvise  the  student  newspaper, 
which  serves  as  a  laboratory  for  the  journalism  program.  Qualifications: 
M.A.  required,  Ph.D.  preferred;  at  least  three  years  of  professional  experience 
as  a  newspaper  reporter  required;  college-level  teaching 
preferred.  Please  send  letter  of  application,  resume,  syllabus,  statement 
of  teaching  philosophy  and  three  letters  of  recommendation  to; 

Professor  Trace  Regan,  Chair,  Search  Committee 
Journalism  Department 
Ohio  Wesleyan  University 
Delaware,  OH  43015 

Ohio  Wesleyan  University  is  an  Equal  Opportunity  Employer  and  especially  invites 
applications  from  women  and  minorities.  The  filing  deadline  is  March  7,  2003. 


Advertisers  call  Michele  Golden  at  (6461654-5304 
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ADVERTISING 


ADVERTISING  DIRECTOR 

We  are  a  large  group  of  suburban  weekly 
newspapers  in  a  desirable  metro  market. 
We  are  looking  for  a  leader  of  3  sales  man¬ 
agers  and  27  sellers.  Our  leader  is 
someone  that  enjoys,  selling,  leading  by  ex¬ 
ample,  training  and  coaching  our  team. 

Position  reports  directly  to  the  publisher. 
We  are  not  looking  for  someone  whom  has 
been  everywhere,  knows  everyone  and  can¬ 
not  hit  each  monthly  budget.  Rather  a  leader 
and  a  hard  worker,  our  senior  management 
team  works  over  60  hours  per  week. 
The  management  team  is  looking  for  another 
leader  and  contributor  to  join  the  team 
with  the  potential  to  become  publisher. 

Base  salary  of  $85,000,  bonus  package  of 
$30,000,  monthly  car  allowance,  401K  plan 
and  other  benefits  are  part  of  the  package. 
A  detailed  cover  letter  detailing  your  news¬ 
paper  work  record,  sales  accomplishments 
to  revenue  budgets  as  well  as  why  you  are 
our  next  leader  is  required. 

Please  respond  to; 

Box  3242,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

GROUP  SALES  MANAGER 
We  are  seeking  an  experienced  professional 
to  lead  and  direct  the  performance  of  the 
real  estate  and  auto  sales  teams.  Responsi¬ 
bilities  include  maintaining  and  growing  mar¬ 
ket  share,  meeting  revenue  goals,  anticipat¬ 
ing  and  satisfying  customer  needs, 
retaining  existing  business  and  develop  new 
accounts  and  lines  of  business.  This  leader 
IS  responsible  for  coaching,  developing  and 
training  of  all  direct  reports. 

MINIMUM  REQUIREMENTS: 

•  College  degree  preferred 

•  Minimum  of  5  years  related  experience  in 
sales 

•  Prior  management  or  supervisory  experi¬ 
ence  preferred 

•Understanding  of  classified  advertising 
sales  preferred 

Interested  applicants  should  send  resume 
and  cover  letter  to  “Group  Sales  Manager 
Search’,  Portland  Press  Herald  and  Maine 
Sunday  Telegram,  Human  Resources  Office, 
390  Congress  Street.  Portland,  ME  04101. 
EOE 

MEDIA  SALES  DIRECTOR;  AL.COM 
This  IS  a  senior  posibon  located  in  the  Bir¬ 
mingham  office  reporbng  to  the  CEO.  Re¬ 
sponsible  for  company  revenue  generation 
through  local  advertising  sales  and  motiva¬ 
tional  management  of  the  sales  team.  Re¬ 
quired  experience  includes  progressive  ad¬ 
vancement  in  local  media  sales  and  a  proven 
sales  track  record,  B.S.  in  Advertising, 
Marketing  or  related.  Must  possess  excep¬ 
tional  management,  leadership,  communi¬ 
cation  and  teamwork  skills.  Desire  to  work 
in  a  results-driven  organization  with  a  wide 
range  of  industries  is  required.  Please  for¬ 
ward  your  resume  to:  (205)  322.5357  or 
to:  jobs@al.com 


the  newspaper  industry  s 

- MEETING  place! - 

888.825.9149 


-HELP  WANTED- 


ADVERTISING 


ADVERTISING 


ADVERTING 


CLASSIFIED  EMPLOYMENT  MANAGER 

Come  to  work  for  the  Northwest’s  premier 
news  and  information  company  -  an  innova¬ 
tive,  family-owned  newspaper  with  deep  ties 
to  the  community  and  marketplace.  This  is 
an  exciting  time  to  join  our  management 
team,  as  you’ll  be  involved  in  developing 
and  implementing  combined  print  and  online 
sales  strategies  and  bundled  solutions  for 
advertisers. 

Our  local  ownership  and  independent  philos¬ 
ophy  mean  you’ll  have  many  opportunibes 
to  try  new  ideas  and  make  a  difference. 
You’ll  manage  a  professional, 
knowledgeable  sales  team  with  an  estab¬ 
lished  account  base,  supported  by  our  na¬ 
tionally-recognized  sales  training, 
technology  tools,  and  the  latest  market  re¬ 
search. 

A  successful  candidate  for  this  position  will 
have  a  4-year  degree,  preferably  in  advertis¬ 
ing  or  marketing,  and  3  years  management 
experience  in  advertising  sales,  marketing, 
and/or  employment.  Must  have  a  proven 
record  of  inspirational  leadership  and  sus¬ 
tained  success,  as  well  as  strong  skills  in 
the  following  areas:  overseeing  the 
day-to<Jay  operation  of  a  large  sales  team 
and  customer  base;  hiring,  coaching,  and 
developing  staff;  establishing  accurate 
sales  projections;  working  within  a  budget; 
identifying  new  sales  opportunities  and  de¬ 
veloping  successful  -  and  sometimes  un¬ 
successful  -  new  programs  and  products; 
talking  regularly  with  customers  to  ensure  a 
thorough  understand  of  the  marketplace; 
working  closely  with  key  accounts,  including 
making  sales  presentabons;  and  communi¬ 
cating  and  collaborating  well  with  sales 
teams,  managers,  and  other  co^«orkers. 

We  offer  a  motivating,  professional,  environ¬ 
ment,  along  with  an  excellent  compensabon 
and  benefits  package.  EOE.  Include  the 
job  #  02-331  and  send  your  resume  as  a 
single  Word  document  to: 

st.resumes@seatMebmes.com 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 


www.editoraiidpublislier.coin 


RETAIL  ADVERTISING  SALES  MANAGER 
The  Daily  Press  is  a  multi-media  communi¬ 
cations  company  that  strives  to  be 
Hampton  Roads  leading  informabon  provider. 
If  you  are  a  strategic  leader  who 
believes  the  best  results  come  from  recog¬ 
nizing  and  developing  talents  of  team  mem¬ 
bers,  you  can  enjoy  a  winning  career  in  our 
Adverbsing  Department.  We  need  someone 
who  is  change-oriented  and  willing  to  take 
calculated  risks  to  ensure  our  posibon  as 
the  leading  communicabons  company  in  our 
market.  This  posibon  is  responsible  for 
overseeing  the  sales  of  adverbsing  via  our 
newspaper  and  a  multitude  of  other  company 
publicabons.  Additional  responsibilities 
include  implementing  strategies  for  our  dis¬ 
play  and  mulb-media  adverbsing  as  well  as 
coaching  cross-funcbonal  team  members  in 
order  to  accomplish  revenue  goals. 
Qualified  candidates  should  have  a 
minimum  of  four  years  experience  in  news¬ 
paper  adverbsing  or  niche  publicabon  sales, 
including  two  years  experience  in  sales 
management.  Excellent  organizabonal,  in¬ 
terpersonal  and  communicabon  skills  a 
must.  Bachelor’s  degree  or  related  equivalent 
experience  required. 

We  are  the  Hampton  Roads  subsidiary  of 
Tribune  Company,  offering  a  compebbve 
salary  and  excellent  benefits  package. 
Please  send  your  resume  and  salary  re¬ 
quirements  to  The  Daily  Press,  Inc.,  Attn; 
HR,  7505  Warwick  Boulevard,  Newport 
News,  VA  23607.  Fax:  (757)  247-7884  or 
E-mail:  resumes@dailypfess.com. 


ADYTIRTISING  ADVERTISING 


ADVERTISING  DIRECTOR 
Major  Accounts 

The  Chicago  Sun-Times  seeks  a  Major  Accounts  Director  capable  of  developing  our  key  accounts 
division.  This  Pulitzer  prize  winning  newspaper  is  the  Midwest’s  best  read  newspaper, 
enjoyed  by  nearly  1.7  million  adults  daily.  If  you  posses  the  required  education  and  experience 
and  are  ready  for  your  next  great  career  challenge,  this  position  may  interest  you. 

Reporbng  to  Mie  Vice  President  of  Sales,  you  will  lead  a  team  of  sales  professionals  in  this  key 
role  at  the  Chicago  Sun-Times.  You  will  plan  and  execute  highly  successful  sales  campaigns  for 
major  adverbsers  and  their  agencies.  Through  effecbve  communicabon.  sbategic  business 
planning,  sound  pricing  philosophies,  superior  sales  strategies  and  efficient  monitoring  of  key 
business  indKators,  you  will  consistently  realize  aggressive  growth  and  revenue  objectives. 

A  sbong  background  m  markebng,  sales,  and  sales  management  disciplines  and  a  thorough  un¬ 
derstanding  of  media  pracbces  and  the  account  planning  process  will  allow  you  to  identify  and 
capture  client  and  category  revenue  opportunibes.  Your  sbong  negotiation  skills,  business 
analysis,  sales  team  leadership,  budget  management,  and  product  development  abilibes  will 
provide  you  with  the  means  to  achieve  specific  and  measurable  business  objectives. 

The  Chicago  Sun-Times  offers  competitive  salaries  and  bonuses,  excellent  benefits  and  an  envi¬ 
ronment  that  encourages  and  rewards  vision  and  initiative,  ff  you  are  interested  in  joining  the 
Chicago  Sun-Times,  send  your  cover  letter  and  resume  to: 

Chicago  Sun-Times 

401  N.  Wabash,  Ste.  319 
Chicago,  IL  60611 

FAX:  (312)  321-2288 
E-mail  hr^untimes.com 

No  phone  calls  please. 

Deadline;  February  17, 2(X)3 
An  Equal  Opportunity  Employer 


EpiTOR<S?PUBLISHER;  The  communication  link 
of  the  newspaper  industry  every  week  since  1884. 


PICTURES 
LEAD  SALES 

Reuters,  the  largest  news  organization 
in  the  world,  is  a  leading  provider  of 
up-to-the-minute,  striking  news  pictures 
to  the  world’s  media.  Our  internabonal 
coverage  spans  breaking-news, 
sport,  business,  fashion  and  enter¬ 
tainment. 

We  are  looking  for  a  top  performer  to 
expand  our  client  base  and  sales  reve¬ 
nues  in  North  and  South  America 
working  with  clients  from  a  wide  range 
of  media  publishers  including  newspa¬ 
pers,  magazines,  web  sites  and  adver¬ 
bsing  agencies. 

Must  have  7+  years  experience  in  the 
pictures  industry,  direct  sales  experi¬ 
ence,  and  excellent  connecbons  within 
the  magazine  and  pictures  industries. 
We  seek  excellent  communicators 
with  good  organizational  and  leadership 
skills.  Spanish  and/or  Portugese 
language  skills  preferred. 

For  a  detailed  job  description  and  to 
apply  for  this  posibon,  visit  us  at 
www.reuters.com/careers.  click  on 
‘Americas  Jobs’,  and  see  page  2 
(Sales  Specialist,  New  York,  NY). 

EOE 

REUTERS 


www.editorandpublisher.com 
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ADVERTISING  i  CIRCULATION  i  CIRCULATION  EDITORIAL 


CLASSIFIED  REAL  ESTATE 
SALES  MANAGER 

Come  to  work  for  the  Northwest’s  premier 
news  and  information  company  -  an  innova¬ 
tive,  family-owned  newspaper  with  deep  ties 
to  the  community  and  marketplace.  This  is 
an  exciting  time  to  join  our  management 
team,  as  you'll  be  involved  in  developing 
and  implementing  combined  print  and  online 
sales  strategies  and  bundled  solutions  for 
advertisers. 

Our  local  ownership  and  independent  philos¬ 
ophy  mean  you’ll  have  many  opportunities 
to  try  new  ideas  and  make  a  difference. 
You’ll  manage  a  professional, 
knowledgeable  sales  team  with  an  estab¬ 
lished  account  base,  supported  by  our  na¬ 
tionally-recognized  sales  training, 
technology  tools,  and  the  latest  market  re¬ 
search. 

A  successful  candidate  for  this  position  will 
have  a  4-year  degree,  preferably  in  advertis¬ 
ing  or  marketing,  and  3  years  management 
experience  in  advertising  sales,  marketing, 
and/or  real  estate.  Must  have  a  proven 
record  of  inspirational  leadership  and  sus¬ 
tained  success,  as  well  as  strong  skills  in 
the  following  areas:  overseeing  the 
day-to-day  operation  of  a  large  sales  team 
and  customer  base;  hiring,  coaching,  and 
developing  staff;  establishing  accurate 
sales  projections;  working  within  a  budget; 
identifying  new  sales  opportunities  and  de¬ 
veloping  successful  -  and  sometimes  un¬ 
successful  -  new  programs  and  products; 
talking  regularly  with  customers  to  ensure  a 
thorough  understand  of  the  marketplace; 
working  closely  with  key  accounts,  including 
making  sales  presentations;  and  communi¬ 
cating  and  collaborating  well  with  sales 
teams,  managers,  and  other  co-workers. 

We  offer  a  motivating,  professional,  environ¬ 
ment,  along  with  an  excellent  compensation 
and  benefits  package.  EOE.  Include  the 
job  #  03-001  and  send  your  resume  as  a 
single  Word  document  to; 

st.resumes@seattletlmes.com 


CIRCUUTION  MANAGER 
Applications  are  being  accepted  for  Circula¬ 
tion  Manager  of  the  Loveland  Daily  Report¬ 
er-Herald.  Loveland  is  a  growing  community 
of  50,000  located  40  miles  north  of  Denver 
at  the  gateway  to  Rocky  Mountain  National 
Park.  Candidates  should  have  a  college  de¬ 
gree,  a  minimum  of  five  years  of  manage¬ 
ment  experience  in  the  daily  newspaper  cir¬ 
culation  field  and  proven  leadership 
qualities.  A  strong  background  in  newspaper 
subscription  sales  and  sales  training  is 
required.  Benefits  include  401(k),  bonus 
plan,  medical  and  dental,  vacation  and  life 
insurance.  Qualified  applicants  should  send 
a  resume  and  a  cover  letter  detailing  their 
sales  philosophy  to:  General  Manager, 
Loveland  Daily  Reporter-Herald,  P.O.  Box 
59,  Loveland,  C0,80539  or  E-mail  to: 
hr@reporter-herald.com 

RETAIL  SALES/SERVICE  MANAGER 
European  Stars  and  Stripes  is  seeking  a  Re¬ 
tail  Sales/Service  Manager  to  oversee  cus¬ 
tomer  service  and  single  copy.  Need  a 
self-starter  who  can  work  with  minimum  su¬ 
pervision.  The  right  candidate  will  have  ana¬ 
lytical  ability  to  review  the  processes  and 
recommend  efficiencies.  Must  be  a  team 
player  as  this  manager  will  be  responsible 
for  inter-departmental  operations  and  in- 
tra-departmental  relations  and  communica¬ 
tions  during  the  Department  Manager’s  ab¬ 
sence. 

Qualified  candidate  will  have  a  minimum  of 
five  years  experience  in  upper  management 
with  a  daily  newspaper.  Preferred  candidate 
will  have  a  minimum  of  three  years  experi¬ 
ence  as  Circulation  Director  with  daily  news¬ 
paper.  Ability  to  speak  fluent  German  a 
plus. 

Must  be  a  U.S.  citizen.  Requires  a  National 
Agency  Check.  Work  to  include  nights, 
weekends  and  holidays  as  necessary. 

To  apply,  submit  your  resume  to: 

European  Stars  &  Stripes 
Unit  29480,  APOAE  09211 
Attn:  Judy  Jones,  Personnel  Office 
E-mail:  jonesj@mail.estripes.osd.mil 
Fax:  01149-6155601421 


_ CIRCULATION _  I 

ADVANCEMENT  i 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 

CIRCULATION  DIRECTOR 

The  Santa  Fe  New  Mexican  seeks  hands  on  ; 
professional  to  lead  our  circulation  depart¬ 
ment.  We  are  looking  for  an  experienced  , 
professional  who  can  manage  circulation  j 
operations  and  grow  home  delivery  and  sin-  | 
gle  copy.  You  must  know  ABC.  PBS  system 
preferred.  Come  work  and  play  in  a  Rocky 
Mountain  community.  Send  cover  letter,  re-  | 
sume  and  salary  requirement  to:  i 

Ty  Ransdell,  P.O.  Box  2048  j 

Santa  Fe,  NM,  87502.  ; 

Or  E-mail:  transdell@sfnewmexican.com  ; 


Your  communication  link  to  the 
new.spaper  inciustiy  everc’  week 
since  1884. 


SALES  DEVELOPMENT  MANAGER 
The  Tennessean  Circulation  Sales  and  Mar¬ 
keting  Department  is  looking  for  a  goal  ori¬ 
ented  individual  to  seek  out  new  sales  outlets 
at  traditional  and  non-traditional  newspaper 
sales  outlets.  This  position  will  be  responsible 
for  developing  relationships  and 
partnerships  with  retail  outlets,  hotels,  hos¬ 
pitals,  apartments  and  other  non-traditional 
newspaper  sales  outlets  throughout  the 
Tennessean  distribution  area  to  increase 
our  visibility,  availability  and  readership.  If 
you  have  experience  in  product  distribution, 
retail  relations,  circulation  sales  or  other 
merchandise  promotions  this  position  could 
be  right  for  you. 

Must  be  proficient  in  Microsoft  Office  and 
able  to  learn  other  software  as  necessary. 
Bachelor’s  degree  in  sales  and  marketing 
or  related  field  or  equivalent  sales  and  mar¬ 
keting  experience  required. 

Send  resumes  to; 

Tim  Baumgartner 

Circulation  Sales  and  Marketing  Manager 
The  Tennessean 

1100  Broadway,  Nashville,  TN  37203 
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SINGLE  COPY  MANAGER  -  NEWSPAPER 
Mid  sized  seven  day  newspaper  in  Zone  2 
looking  for  a  professional,  aggressive,  and 
results  oriented  single  copy  manager  to 
take  command  of  our  street  sales,  service 
and  collections.  Candidate  should  be  fully 
experienced  in  newspaper  single  copy  and 
have  system  skills.  Must  be  able  to 
motivate.  Send  resume  and  salary  history 
to  Box  3205,  Editor  and  Publisher 
Classified,  770  Broadway,  7th  Floor,  New 
York,  NY  10003. 

SINGLE  COPY  RETAIL  SALES  MANAGER 

The  San  Diego  Union-Tribune  is  seeking  an 
experienced  Sales  Manager  to  join  our  Single 
Copy  Retail  Sales  team.  This  position 
will  support  the  sales  staff  in  achieving  and 
exceeding  circulation  sales  and  revenue 
goals  while  growing  and  enhancing 
positions  inside  retail  locations.  In  addition, 
they  will  establish  and  grow  relationships 
with  key  retailers  while  leading  a  very 
high-energy  sales  team. 

To  qualify,  you  must  have  a  minimum  of  five 
years  experience  with  progressive  responsi¬ 
bilities  specifically  in  consumer  product 
sales  management,  merchandising  manage¬ 
ment  or  retail  sales  development.  Retail 
sales  experience  must  include  merchandis¬ 
ing,  marketing  and  knowledge  of  retail  tech¬ 
nology. 

Candidate  must  be  able  to  design  and  im¬ 
plement  effective  promotions  with  retailers 
and  recruit/develop  motivated  sales  per¬ 
sonnel.  Bachelor’s  degree  in  business  man¬ 
agement,  marketing  or  related  field 
strongly  preferred;  equivalency  considered. 
Excellent  organizational,  interpersonal  and 
communications  skills  are  essential. 

Candidate  must  be  customer-focused  and 
possess  sales  planning  skills  and  prob¬ 
lem-solving  abilities.  Computer  experience 
using  Word  and  Excel  highly  desirable. 
Some  local  travel  as  needed;  valid  CA  driver’s 
license  required. 

The  San  Diego  Union-Tribune  offers  an  ex¬ 
cellent  compensation  and  benefits  package 
to  include  medical,  dental,  vision,  401(k) 
etc.  If  you  are  looking  for  a  challenging  and 
rewarding  position  then  we  invite  you  to 
submit  your  resume  and  salary 
requirements  to; 

Human  Resources  Dept. 

Job  #7-03/EP 
P.O.  Box  120191 
San  Diego,  CA  921 12-0191 
Or  Email  to:  Ut,jobs@uniontrib.com 
An  Equal  Opportunity  Employer 
www.uniontrib.com 


_ EDITORIAL _ 

ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 

El  Mensaiero,  San  Francisco’s  Latino  weekly 
newspaper  seeks  MANAGING  EDITOR.  Re¬ 
quires  exceptional  language  skills  in  both 
Spanish  and  English.  More  info,  at: 
www.craigslist.org/sfo/sfc/wri/8027026. 
html  or  E-mail  to; 
publisher@elmensaiero.com 


BUSINESS  REPORTER 

Crain’s  Cleveland  Business,  a  weekly  busi¬ 
ness  newspaper,  seeks  a  finance  reporter 
and  an  enterprise  reporter.  The  finance  re¬ 
porter  would  cover  public  companies  in 
Northeast  Ohio.  Candidates  must  understand 
financial  statements  and  must  be 
able  to  extract  stories  out  of  SEC  and  court 
documents.  The  enterprise  reporter  must 
be  adept  at  initiating  and  executing  stories 
of  broad  significance  to  the  business  com¬ 
munity.  A  demonstrated  ability  to  work  with 
numbers  is  required  for  both  positions.  Re¬ 
sumes  along  with  cover  letters,  clips  and 
references  can  be  sent  for  consideration  to: 
Crain’s  Cleveland  Business,  ATTN:  Mark 
Dodosh,  700  W.  St.  Clair  Avenue,  Suite 
310,  Cleveland,  OH  44113.  Or,  you  may 
send  you  information  via  E-mail  to: 

clevelandjobs@crain.com 

DESIGN  EDITOR:  Visually  lead  7  papers  and 
live  on  the  ocean.  Seacoast  Newspapers, 
publishers  of  the  Portsmouth  (NH)  Herald, 
seeks  a  graphics  artist/designer  who  wants 
to  make  their  mark.  This  person  must  be  a 
maestro  of  visual  storytelling.  Great  salary. 
Call:  Mike  Connelly,  Executive  Editor 

(603)610-1113 

ENTERPRISE  EDITOR 

The  Columbia  Daily  Tribune  (Missouri)  has 
an  opening  for  an  editor  to  coach  news 
staff  in  investigations  and  enterprise  repor¬ 
ting  projects.  Applicants  should  have  at 
least  five  years  experience  in  reporting 
and/or  editing  and  a  portfolio  that  demon¬ 
strates  experience  in  project  reporting. 
Benefits  include  401(k),  vacation  &  sick 
pay,  company  gym,  and  more!  Send 
resume  and  clips  to  Jim  Robertson,  managing 
editor,  Columbia  Daily  Tribune,  P.O.  Box 
798,  Columbia,  MO  65205.  EOE 

FEATURE  WRITER 

The  Daily  Gazette,  a  52,000-circulation,  in¬ 
dependent  daily  in  New  York’s  Capital  Region 
IS  looking  for  an  experienced, 
well-rounded  features  writer.  Our  features 
staff  IS  free  to  explore  the  full  range  of 
lifestyle  and  arts  coverage.  Please  send 
work  samples  that  show  insight,  style  and 
sensitivity  to  Thomas  Woodman,  Managing 
Editor,  The  Daily  Gazette,  2345  Maxon 
Road  Ext.,  P.O.  Box  1090,  Schenectady, 
NY  12301-1090. 

FEATURES  EDITOR 

The  News  &  Observer  of  Raleigh,  NC, 
seeks  a  features  editor  to  lead  a  talented, 
ambitious  department  of  25  writers,  editors 
and  copy  editors.  Must  have  demonstrated 
superior  editing,  management  and  leadership 
skills.  Our  features  sections  consistently  have 
been  judged  among  the  best  in  the 
country  for  mid-sized  newspapers.  We’re 
looking  to  build  on  our  successes  in  this 
growing  market  of  1  million  people,  which 
includes  four  major  universities.  We  value 
serious  enterprise  reporting  and  great  sto¬ 
rytelling.  Send  cover  letter,  10  clips  or  sec- 
bons,  and  a  resume  with  references  to: 

John  Drescher,  Managing  Editor 
The  News  &  Observer 
P.O.  Box  191,  Raleigh,  NC  27601 

LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 


www.editorandpublisher.com 


Phone:  1-888-825-9149 
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EDITORIAL 

EDITORIAL 

EDITORIAL 

POST  PRESS 

LIFESTYLES  EDITOR 

The  News-Press  and  news-press. com,  Fort 
Myers.  Florida,  are  seeking  a  Lifestyles  editor 
with  a  bold  and  Innovative  approach. 
We're  looking  for  someone  with  strong  jour¬ 
nalism  and  people  skills  to  lead  the 
Lifestyles  staff  and  oversee  features  sections 
and  publications  at  this  100,000- 
circulation  daily  newspaper.  At  least  five 
years  of  newspaper,  magazine  or  similar 
experience  is  required  and  some  manage¬ 
ment  experience  is  preferred.  Send  cover 
letter,  resume,  references  and  samples  of 
work  to  Cindy  McCurry-Ross.  managing  edi¬ 
tor,  The  News-Press,  2442  Dr.  Martin  Luther 
King  Jr.  Blvd,  Fort  Myers.  FL  33901 . 

Or  E-mail  cmcross@news-press.com 

The  Salt  Lake  Tribune  is  seeking  qualified, 
rewed-up  applicants  for  the 
following  positions: 

WORLD/STATE  DESK 

A  wordsmith  with  an  understanding  of  visual 
elements  and  their  proper  role  in  creating 
enticing  pages.  This  copy  editor  will  edit 
and  paginate  on  the  DTI  system  at  night 
with  ^e  possibility  of  a  four-day  work  week. 

SPORTS  DESK 

A  copy  editor  with  strong  knowledge  of 
sports  and  an  eye  for  dramatic  page 
design.  This  is  night  work  with  the 
possibility  of  limited  writing.  You  will  edit 
and  paginate  on  the  DTI  system. 

MEDICAL  REPORTER 

A  superb  beat  that  produces  national 
stories  regularly.  Salt  Lake  City  is  the  medical 
hub  of  the  Intermountain  West,  but  we 
also  want  medical  stories  humanized.  You 
will  be  covering  world-renowned  research 
and  medical  treatment  facilities  as  well  as 
those  who  get  no  care. 

CONSUMER  AFFAIRS  REPORTER 

This  wide-ranging  job  even  encompasses 
sports.  You  will  be  part  of  a  7  person  Busi¬ 
ness  Desk.  From  exposing  scams,  to  identi¬ 
fying  better  mousetraps,  to  retail  activity. 
This  IS  a  job  for  a  person  with  boundless  en¬ 
ergy  and  curiosity. 

Journalists  of  color  are  encouraged  to  apply 
for  all  of  the  above.  Salary  and  benefits 
competitive.  As  part  of  a  likeable,  profes¬ 
sional,  150-person  team  that  sets  the  state¬ 
wide  news  agenda,  you  will  be  living  adjacent 
to  mountain  grandeur  with  an  outdoor 
playground  second  to  none. 

Send  letter  of  application,  resume  and  ap¬ 
propriate  clips  by  Feb.  10th  to  Julie 
DeHerrera,  secretary  to  the  editor.  The  Salt 
Lake  Tribune,  143  S.  Mam  St.,  Salt  Lake 
City,  UT  841 11. 


STAFF  WRITERS 

New  Times,  the  nation's  largest  publisher  of 
alternative  newsweeklies,  has  immediate 
openings  for  staff  writers  at  its  papers  in 
Phoenix,  Houston  and  Ft.  Lauderdale.  We're 
looking  for  journalists  who  under  stand  the 
difference  between  magazine-style  reporting 
and  the  hurried  fact-finding  of  daily 
papers.  Applicants  for  both  positions  must 
have  a  solid  background  in  hard  news  and 
be  able  to  create  in-depth  and  compelling 
stories  that  explore  the  issues,  events  and 
personalities  of  their  community.  New 
Times  publishes  magazine-style  weekly 
newspapers  covering  local  news,  politics, 
arts  and  music  in  Phoenix,  Denver,  Miami, 
Dallas,  Houston,  San  Francisco.  Ft.  Laud¬ 
erdale,  Cleveland,  St.  Louis.  Kansas  City 
and  Oakland.  We  offer  competitive  salaries 
and  benefits.  Qualified  applicants  should 
send  cover  letter,  resume  and  clips: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver.  CO  80217 


The  Asian  Wall  Street  Journal,  a  Dow  Jones 
publication,  seeks  candidates  for  the  follow¬ 
ing  position: 

ASSISTANT  EDITOR,  PERSONAL  JOURNAL 
The  AWSJ  s  highly  successful  Personal  Jour¬ 
nal  section  features  articles  on  travel, 
lifestyle,  food,  wine,  the  arts  and  culture, 
society,  families,  personal  technology,  ca¬ 
reers  and  personal  finance,  and  has  its  own 
reporting  staff.  This  broad-ranging  job, 
based  in  Hong  Kong,  involves  copy-editing 
(sub-editing)  and  rewriting,  organizing  art, 
writing  headlines  and  captions,  and  produc¬ 
tion  work  on  QuarkXPress.  Duties  will  also 
include  some  work  on  this  business  and  fi¬ 
nance  newspaper's  night  news  desk.  The 
successful  candidate  should  have  a  demon¬ 
strated  ability  as  a  copy  editor  and/or  editor 
and  preferably  have  experience  in  newspaper 
production  work.  Familiarity  with 
Asia,  Asian  language  skills  and  finance 
knowledge  are  a  plus.  Please  send  concise 
resumes,  listing  referees,  to: 

Stephanie  Wood 

Managing  Editor,  Personal  Journal 
The  Asian  Wall  Street  Journal 
G.P.O.  Box  9825,  Hong  Kong 
Fax:  on  (852)  25734579 
E-mail:  stephanie.wood@awsj.com 


MANAGING  EDITOR 

sought  for  ll,50Ocirculation  Mississippi 
daily.  Applicants  must  have  at  least  five 
years  of  newsroom  experience  or  two  years 
of  newsroom  management  and  editing  ex¬ 
perience.  Send  resume,  samples  and  refer¬ 
ences  to:  P.O.  Box  2009,  McComb,  MS 
39649,  or  E-mail: 

publisher@enterpriseiOurnal.com 


MANAGE  THE  BEST 

New  Times,  the  nation's  largest  publisher  of 
alternative  newsweeklies.  is  looking  for  ex¬ 
perienced  and  dynamic  editors  to  manage 
its  papers  in  Cleveland  and  Kansas  City. 
We're  searching  for  candidates  who  have  a 
fine  touch  with  copy,  a  firm  grasp  of  maga¬ 
zine-style  journalism,  and  the  confidence  to 
work  comfortably  with  a  staff  of  award-winn¬ 
ing  journalists,  ^plicants  must  have  excel¬ 
lent  news  judgment  and  solid  management 
skills.  The  managing  editor  will  supervise 
the  day-today  operations  of  the  editorial  de¬ 
partment  and  help  staff  writers  produce 
quality  news  and  feature  stories.  Exceptional 
writing  and  editing  skills  are  essential; 
the  interview  process  will  include  an  extensive 
editing  test.  New  Times  offers  competitive 
salaries  and  benefits.  Qualified  candidates 
should  send  a  cover  letter,  a  resume 
and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 
P.O.  Box  5970 
Denver,  CO  80217 


MARKETING 


DIRECTOR  OF  MARKETING  RESEARCH 
The  Cincinnati  Enquirer  is  seeking  a 
Director  of  Marketing  Research.  This  position 
leads  the  newspaper's  primary,  secondary 
and  database  research  activities, 
coordinates  interdepartmental  planning  ac¬ 
tivities,  which  assist  in  identifying  the  news¬ 
paper's  critical  issues  and  target  audiences. 
Translates  research  data  into  concise  and  ef¬ 
fective  sales  materials,  and 
helps  provide  the  overall  newspaper  mar¬ 
keting  effort  with  an  external  focus  by  moni¬ 
toring  and  reporting  consumer  trends,  mar¬ 
ket  share,  and  competitive  advantage. 
Requirements  include  at  least  5  years  expe¬ 
rience  in  research  and  marketing  and  at 
least  two  years  of  successful  management 
experience.  A  college  degree  in  related 
field.  Strong  Customer  Service  Skills  and 
the  ability  to  work  well  with  people  m  all 
levels  of  the  organization.  Two  or  more 
years  experience  with  market  research 
computer  applications  preferred.  Must  pos¬ 
sess  effective  marketing  skills  including  tar¬ 
geted  segmentation,  analysis,  targeting, 
planning,  and  developing  sales  presentations. 
Please  submit  resumes  to: 

Human  Resources  Department 
The  Cincinnati  Enquirer 
312  Elm  Street,  Cincinnati,  OH  45202 
Or  Fax  (513)  7686210 
E-mail  hr@enquirer.com 
EOE 


ASSISTANT  NIGHT  PACKAGING  AND 
ASSEMBLY  MANAGER 

The  Seattle  Times  has  an  excellent  opportu¬ 
nity  for  an  Assistant  Night  Packaging  and 
Assembly  Manager  to  support  our 
packaging  operations  at  our  North 
Creek/Bothell  facility. 

The  selected  candidate  will  directly  supervise 
packaging  and  assembly  employees 
and  be  responsible  for  maintaining  a  safe, 
efficient,  cost-effective  night  operation  while 
maximizing  quality,  customer  service  and 
productivity. 

A  minimum  of  five  years  experience  manag¬ 
ing  production  or  manufacturing  employees 
preferred.  Must  have  excellent  people  skills 
and  strong  written  and  verbal  communication 
skills.  Ability  to  direct,  develop  and 
tram  a  large  diverse  workforce  and  have  a 
proven  track  record  as  a  good  deci¬ 
sion-maker.  Must  be  flexible,  a  team 
player,  able  to  meet  tight  deadlines  and 
work  under  pressure. 

We  offer  a  challenging  professional  environ¬ 
ment  and  excellent  compensation  and  bene¬ 
fits  package.  Starting  salary  $54,000  - 
$58,000  DOE. 

Learn  more  about  our  family-owned  and  op¬ 
erated  company  at: 

seattletimescompany.  com 

To  apply,  please  E-mail  or  send  your  re¬ 
sume/cover  letter  (in  a  single  WORD  docu¬ 
ment)  with  job  <f  02-161/J$  to: 

ep.resumes@seattletimes.com 

The  Seattle  Times 
Employment  #  02-161/J$ 

P.O.  Box  70, 

Seattle,  WA  981 11 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  melln. 
place. 

888.825.9149 


For  help  wanted/position  wanted  rates  call 
Hazel  PreiASS  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry's - 

- meeting  place. - 


-CLASSIFIED  ADVERTISERS - 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 
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PRODUCTION/TECH 


ASSISTANT  PRODUCTION  MANAGER 
An  exciting  opportunity  exists  for  a  qualified 
Assistant  Production  Manager  to  join  The 
Post-Standard,  home  to  a  new  WIFAG  OF 
370  color  press  that  entered  full  production 
in  the  summer  of  2002.  We  are  seeking  a 
candidate  with  5+  years  experience  in  a 
newspaper  production  environment. 
Candidates  should  possess  experience  in 
an  offset  pressroom,  post-press/packaging 
operations,  pre-press  and  quality  control  ap¬ 
plications.  A  4-year  degree  in  this  or  related 
field  is  preferred. 

The  ideal  candidate  will  have  experience  in 
diagnosing  and  solving  reproduction  prob¬ 
lems,  knowledge  of  black  &  white  and  color 
halftone  reproduction,  color  printing  and 
principles  of  ink  water/balance. 

Our  newspaper  is  equipped  with  some  of 
the  latest  technology  in  newspaper 
presses,  computer-to-plate,  and  a 
packaging  center  for  daily  and  Sunday  in¬ 
serting. 

The  position  requires  someone  who  is  quality 
conscious,  motivated  and  capable  of 
working  in  a  fast  paced  operation.  Ability  to 
work  cooperatively  with  a  dedicated  and 
knowledgeable  staff  and  communicate 
clearly  is  required. 

The  Post-Standard  is  located  in  downtown 
Syracuse,  NY  which  is  surrounded  by  the 
Finger  Lakes  region,  the  Thousand  Islands, 
and  the  Adirondack  Mountains.  New  York 
City,  Boston,  Philadelphia,  and  Toronto  are 
less  than  a  day's  drive  away.  The 
Post-Standard  offers  competitive  salaries 
and  benefits  that  include  paid  medical  and 
dental  coverage,  a  vision  plan,  401(k)  with 
matching  contributions  and  more.  The 
Post-Standard  is  committed  to  promoting 
diversity  in  our  newspaper  and  with  our  em¬ 
ployees. 

If  you  are  interested  in  being  considered, 
please  send  your  resume  to: 

Human  Resources,  The  Post-Standard 
P.O.  Box  4915,  Syracuse,  NY  132214915 


-POSITIONS 


_ ART/GRAPHICS _ 

POLITICAL  CARTOONIST  SEEKS  WORK 
Experienced  (lO-i-  years)  cartoonist  seeks 
full-time  or  freelance  position. 
Relocation  considered.  Contact  Paul: 
notlaconic@aol.com 


PRODUCTION/TECH 


PRODUCTION  MANAGER 
WITH  VISION  AND  ENERGY 
We  are  an  award  winning  coastal  Maine 
newspaper  company  with  competitive  bene¬ 
fits,  salary  and  other  compensation.  We 
publish  eight  weekly  newspapers  and  with 
an  expanding  and  active  commercial 
printing  department.  We  need  a  seasoned 
pro  to  oversee  all  aspects  of  our 
production  activity  from  pressroom  to  our 
electronic  prepress  department.  Our  equip¬ 
ment  includes  Goss  Community  Presses 
with  an  upper  former  and  Quad  unit  to 
Mueller  Martini  five  pocket  inserter  and  a 
Mueller  Martini  stitcher  trimmer.  Our  elec¬ 
tronic  production  department  uses 
Baseview  and  Macs.  We  are  looking  for 
someone  with  people  skills,  hands  on  expe¬ 
rience  to  lead  and  develop  our  new  plant  fa¬ 
cility  located  two  miles  from  the  administra¬ 
tive  offices.  All  candidates  must  have 
proven  experience  in  all  aspects  of  the  elec¬ 
tronic  production,  pressroom,  people  man¬ 
agement  and  administration  of  this  type  of 
department. 

Your  background  should  include  proven  abil¬ 
ity  to  predict  and  control  newsprint  waste, 
realistic  manpower  allocation,  working 
knowledge  of  the  latest  electronic  production 
methods  and  mailroom  procedures. 

If  you  want  to  live  in  Midcoast  Maine,  be 
part  of  the  growing  national  newspaper 
company,  please  send  your  resume,  salary 
history  to:  David  E.  Morse,  Publisher  and 
CEO,  Dept.  101,  Courier  Publications,  P.O. 
Box  249,  Rockland,  ME  04841  or  E-mail  to 
tcurd@courierpub.com.  We  are  an  equal  op¬ 
portunity  employer  (please,  no  phone  calls). 


_ EDITORIAL _ 

EDITOR-IN-CHIEF  of  nation's  oldest 
Japanese  language  automotive  fax  newsletter 
seeks  a  position  where  he  can  use  his 
English  writing  ability,  ability  to  gather  news 
in  Japanese,  and  his  business  knowledge  to 
further  the  editorial  position  of  a  global 
news  publication.  Prefers  Michigan  location, 
but  willing  to  telecommute  with  bi-weekly  or 
monthly  trips  to  head  office.  Call  or  E-mail: 
(734)  527-6004  cclapp@ismi.net 

HARD-WORKING  REPORTER  seeks  a  ]ob. 
Would  relocate  anywhere,  but  particularly  in¬ 
terested  in  Texas,  Florida,  Washington  or 
California.  Reply  to:  (940)  565-0917  or: 
reporter2333@hotmail.com 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 


CLASSIFIED  ADVERTISING 

INFORMATION 


DEADLINES 

wmxm 

LINE  AD  RATES 


1 


Wednesday  at  noon  (EST)  for  ttie  next  Monday’s  issue. 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 


ALL  OTHER  CLASSIFICATIONS 


1  week  . 

. SI  3.80 

1  week . 

. S12.45 

2  weeks . 

. S12.70 

2  weeks . 

. S10.95 

3  Weeks . 

. S11.15 

3  Weeks . 

. S  9.60 

4  weeks . 

. S  9.45 

4  weeks  . 

. S  8.25 

1 2  weeks  . 

. S  9.00 

1 2  weeks  . 

. S  7.25 

26  weeks  . 

. S  8.05 

26  weeks  . 

. S  6.40 

39  weeks  . 

. S  7.75 

39  weeks  . 

. S  6.00 

52  weeks  . 

. S  7.35 

52  weeks  . 

. S  5.60 

BLIND  BOXES:  S25  per  insertion 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
1 33-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  piease  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  SI  49 

12  weeks  . 

. S  115 

2  weeks  . 

.  SI  35 

26  weeks  . 

. S  110 

3  Weeks  . 

.  SI  28 

39  weeks  . 

. S  104 

4  weeks . 

.  SI  24 

52  weeks  . 

. S  98 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  noon  Wednesday  prior  to 
Monday  Publication.  Cash,  check,  VISA,  MasterCard,  and  American 
Express  accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad 
copy  must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve 
the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5.  Ad 
Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for;  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss  @  editorandpublisher.com 

MKJHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  WESTERN  U.S.) 

mmacmahon  @  editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 

mgolden  @  editorandpublisher.com 
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The  Eighth  Annual 

EE^ 

tMma/Kh 


The  newly  expanded  2003  EPpy*^''  Awards  competition 
honors  Internet  sites  affiliated  with  the  media  industry  - 
newspapers,  television/ cable,  and  radio  networks  and  affiliates. 


ENTER  NOW! 

The  deadline  for  entries  has  been  extended  to 

Monday,  Eebruary  10,  2003 


Winners  of  this  international  competition  will  be  announced  at  an  awards  ceremony  at  the 
Interactive  Media  Conference  and  Trade  Show,  May  7-9,  2003  at  the  Paradise  Point  Resort  and  Spa  in  San  Diego. 


For  a  list  of  contest  categories  and  rules,  visit  http://royal.reliaserve.com/eppy/ 
or  contact  lett@imediainc.com  with  questions. 


AMERICAS  EXTRA 


Guatemala’s  virulently  anti-press  president  sics  the  country’s 
tax  bureaucracy  -  and  TV  monopoly  -  on  the  national  papers 


- - 

Far  from  home:  Foreign  journalists, 
who  have  been  mostly  spared  Colombia’s 
violence  against  the  press,  were  the 

targets  of  two  abduc¬ 
tions  last  month. 
Freelance  journalist 
Robert  Pelton,  author 
of  The  World's  Most  Dangerous  Places 
travel  book,  was  taken  captive  with  two 
traveling  companions  near  the  Panama- 
Colombia  border  on  Jan.  18.  They  were 
freed  by  their  captors,  fighters  with  the 
right-wing  paramilitary  known  as  the 
AUC,  on  Jan.  23. ...  That  same  day, 
left-wing  guerrillas  of  the  ELN  group  said 
they  had  kidnapped  U.S.  photographer 
Scott  Dalton  and  British  reporter  Ruth 
Morris,  who  were  on  assignment  for  the 
Los  Angeles  Times,  at  a  roadblock  in  the 
especially  dangerous  Arauca  state. ... 

Journalists  continue  to 
get  caught  in  the  cross¬ 
fire  of  Venezuela's 
national  strike.  Among 
them  were  photographers  Javier  Gutierrez 
and  Rafael  Gom^z,  both  of  the  daily  El 
Regional  de  Zulia,  who  were  beaten  by 
National  Guard  officers  in  separate 
incidents,  as  well  as  photographer  Hector 
Castillo  of  the  daily  El  Mundo,  hit  by 
plastic  bullets. ...  Former  Buenos  Aires 
provincial  police  chief  Alberto  "La  Liebre” 
(“The  Hare”)  G6mez  was  sentenced  Dec. 
23  to  life  in  prison  for  his  part  in  the 

, - — — — : — 1  1997  kidnapping  and 

■  '  murder  of  the  weekly 

_ !  A(of/c/as  photographer 

'  :  >  ■  I  Jos6  Luis  Cabezas 

that  inspired  mass  marches  throughout 
Argentina  to  protest  violence  against 
journalists.  ...  Miguel  Aldana  told 
Excelsior  employees  on  Jan.  15  that  he 
was  withdrawing  his  $  150-million  offer 
to  buy  the  historic  but  foundering  Mexico 
City  daily. ...  In  another  sign  Mexico's 
cozy  system  of  subsidized  newspapers  is 
over,  the  federal  government  announced 
Jan.  13  it  would  buy  advertising  only  in 
papers  with  audited  circulations. ... 

Angel  Mario  Ksheratto,  a  columnist  for 
the  daily  Quarto  Poder  in  Chiapas  state, 
Mexico,  was  arrested  Jan.  9  and  charged 
with  defamation  and  stealing  official 
documents  in  connection  with  his 
reporting  on  corruption  in  schools 
construction.  —  Mark  Fitzgerald 


BY  MARK  FITZGERALD 

CHICAGO 

ARELY  MORE  THAN  A  YEAR  AGO,  A 
high-level  delegation  from  the 
Inter  American  Press  Association 
(TAP A)  returned  home  from  Guatemala 
cautiously  hopeful  that  the  Central 
American  nation  had  finally  left  behind 
its  history  of  official  intimidation  of  — 
and  violence  against  —  the  press. 

Authorities  had 
renamed  a  street  in 
downtown  Guatemala 
City  in  honor  of  Irma 
Flaquer  Azurdia,  w'hose 
still-unsolved  1980 
disappearance 
symbolized  the  impunity 
enjoyed  by  the  enemies  of 
Guatemalan  journalists. 

And  lAPA  editors  had 
watched  as  Guatemalan 
President  Alfonso 
Portillo  signed  a  pledge 
to  respect  the  free-press 
principles  of  the 
Declaration  of  Chapultepec. 

But  now'  lAPA  and  press-freedom 
organizations  ranging  from  the  World 
Association  of  Newspapers  in  Paris  to  the 
Poynter  Institute  in  St.  Petersburg,  Fla., 
are  accusing  the  government  —  and 
Portillo  in  particular  —  of  conducting  an 
official  campaign  of  harassment  against 
Guatemala’s  major  daily  newspapers. 

Journalists  Against  Corruption  (PFC,  its 
acronym  in  Spanish),  a  Latin  American 
group  headquartered  in  El  Salvador,  said 
the  government  harassment  was  intended 
to  blunt  aggressive  newspaper  coverage  of 
the  regime’s  “rampant  and  stifling” 
corruption:  “In  the  absence  of  official  inves¬ 
tigation  into  corruption,  the  investigations 
conducted  by  [the  dailies]  elPeriodico, 
Prensa  Libre,  and  Sigh  XXI  have  been 
important  in  shedding  light  on  corruption 
in  Guatemala,”  PFC  said  last  week. 

At  first,  the  campaign  consisted 
mainly  of  superheated  rhetoric  from 
Portillo  and  smears  against  newspapers 


and  individual  editors  broadcast  over  the 
TV  monopoly  controlled  by  a  friend  of  the 
communications  minister,  Luis  Rabbe. 
The  constant  theme  was  that  the  papers 
were  “conspiring”  against  the  govern¬ 
ment.  Here’s  Portillo  last  October:  “I 
say  with  absolute  libert}':  No  one  can 
question  the  fact  that  Prensa  Libre, 

Sigh  XXI,  and  elPeriodico  are  in  a 
political  struggle.  They  are  working  for  a 
candidate.  Why  do  they 
deny  it?  Why  hide  it?” 

But  the  harassment 
took  an  alarming  turn  in 
November  when  the  new 
government  tax  chief  sent 
teams  of  auditors  into  the 
offices  of  elPeriodico  and 
went  on  TV  to  denounce 
Editor  Jose  Ruben 
Zamora  as  a  tax  evader 
and  money  launderer. 
Zamora  told  a  visiting 
United  Nations  human- 
rights  team  he  believes 
the  tax  investigation  — 
w  hich  by  last  week  had  gone  on  for  50 
days  —  w'as  intended  to  drive  the  paper 
out  of  business.  (Zamora’s  full  report  and 
a  David  Brewer  article  on  the  harassment 
were  posted  online  Jan.  23  by  Poster  at 
http:  //www.pox'nter.org.) 

Three  weeks  ago,  the  tax  authorities 
trained  their  sights  on  Diarios  Modernos, 
the  parent  company  of  another  daily 
new'spaper  that  has  irritated  the 
government,  Nuestro  Diario.  On  Jan.  15, 
Diarios  Modernos  had  to  go  to  court  to 
prevent  tax  investigators  from  illegally 
removing  documents  from  its  building. 

Portillo’s  anti-press  campaign  has 
aroused  widespread  condemnation 
internationally  —  and  doesn’t  appear 
to  be  helping  him  domestically,  either: 
PFC  reported  that  a  few  days  after  his 
October  outburst  claiming  the  newspaper 
coverage  was  politically  motivated,  a 
public-opinion  poll  found  that  97% 
of  respondents  didn’t  believe  their 
president.  @ 


ElPeriodico  Editor  Jose  Ruben  Zamora 
faces  taxing  times  in  Guatemala. 


20  EDITOR& PUBLISHER  FEBRUARY  3,  2003 


www.editordndpubiisher.com 


EDITORef 

PUBLISHER 


ANNUAL  DIRECTORIES 


Order  Your  Editions  Now! 
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{continued from  page  12}  in  1991  of  114 

papers  based  on  eight  measures  of  quality, 
such  as  content  analysis  and  newsroom 
staffing.  Circulation  correlated  with  qualit>’ 
a  third  of  the  time,  suggesting  other  factors 
were  at  play.  He  also  found  that  once 
quality’  hits  a  certain  level,  the  circulation 
return  starts  to  fade.  As  for  credibility,  it’s 
“abstract  and  tough  to  measure,”  he  says. 
“This  is  something  that  could  take  years.” 

On  top  of  the  myriad  factors  affecting 
profitability,  newspaper  economist  Robert 
Picard  writes  via  e-mail:  “The  other 
problem  with  linking  quality  and  content 
is  that  advertisers  provide  about  85%  of  the 
income  to  the  U.S.  newspaper  industry  and 
they  don’t  worry  much  about  the  quality  of 
the  content. ...  Acceptable  quality  is  OK  for 
them,  not  excellent  quality.” 

Meyer’s  approach  differs  because  he’s 
defining  quality  as  credibility.  He  is  testing 
a  theory  held  by  Hal  Jurgensmeyer,  a 
now-deceased  Knight  Ridder  executive 
who  argued  in  the  1970s  that  a  newspaper’s 
product  is  not  news  and  information  but 
influence.  The  bulk  of  the  work  involves 
asking  sources  quoted  by  the  test  papers 
over  a  two-year  period  about  the  papers’ 
accuracy.  The  results  will  be  married  with 
circulation-penetration  data  of  the  papers 
and  previously  published  work.  He  plans 
to  have  a  study  ready  to  publish  by  the 
end  of  the  year. 

But  Meyer  admits  his  task  won’t  be  easy 
or  quickly  carried  out.  Again,  the  problem 


is  how  to  define  a  new-spaper’s  credibilitv’. 

A  paper’s  trust  may  be  the  result  of  its 
relationship  with  readers  over  time,  and  it’s 
not  clear  “tweaking  editorial’  can  change 
that.  At  this  point  his  list  of  criteria  is  open- 
ended,  and  he  hopes  to  stimulate  follow-up 
research.  “This  is  a  fairly  radical  theoiy,”  he 
says,  “and  my  evidence  is  fairly  flimsv’.” 

What  he’s  already  found  is  encouraging: 
that  papers  with  high  credibility  scores 
have  higher  circulation  penetration  and 
charge  higher  ad  rates.  Though  he  gave  up 
the  “real  w'orld”  of  journalism  for  academia 
about  20  years  ago,  Mever  feels  strongh’ 
about  making  his  research  relevant  to 
those  who  are  still  in  it  “I  know  in  my 
heart  credibilitv’  has  economic  v’alue,”  he 
says.  “What  I  need  is  to  find  ev’idence  that 
vv’ill  conv’ince  people  w’ho  think  of  the 
newspaper  business  as  an  economic  entitv  .” 

Shou'  me  the  money 

Journalists  are  mereh’  skeptical  that 
Meyer’s  project  will  produce  kev’  findings, 
but  CEOs  dismiss  such  inquiries  as  naive, 
exposing  the  disconnect  between  the  two 
camps.  While  they’  believe  industry’ 
dialogues  about  good  journalism  are 
valuable  —  the  Tribune  Co.,  for  one,  has 
set  up  internal  processes  to  educate  the 
news  side  about  the  business  and  v’ice 
v’ersa  —  they  believ  e  a  new’s  organization 
should  be  the  judge  of  its  quality’. 

“I  don’t  think 
there’s  any  question 


quality  journalism  is  good  business,”  says 
William  Dean  Singleton,  vice  chairman  and 
CEO  of  MediaNews  Group  Inc.  “When  I 
have  circulation  growth,  my  ad  rev’enue 
grows  faster. ...  WTiere  it  gets  murky’  is 
[how]  you  define  quality’ journalism. ... 

It’s  all  in  the  eye  of  the  beholder.” 

Singleton,  also  chairman  of  the  New’spaper 
Association  of  America,  say’s  talk  w  on’t 
change  the  economic  reality’  that  led  to 
newsroom  cuts  over  the  past  two  years. 

With  papers  increasingly’  coming  under 
public  ow’nership,  shareholders  loom  ev’er 
larger.  As  Peter  Appeit,  an  analy’st  for  Gold¬ 
man  Sachs  &  Co.,  wrote  in  a  Dec.  20  report 
the  “long-term  uptrend  in  operating  mar¬ 
gins”  is  a  “key’  driver  of  the  sector’s  invest¬ 
ment  appeal.”  Despite  exceptions  such  as 
the  Washington  Post  Co.  and  the  Coca-Cola 
Co.,  which  de-emphasize  quarterly’  earnings 
estimates,  Wall  Street  is  demanding  more, 
not  less,  information  from  companies.  No 
w  onder,  then,  that  CEOs  dismiss  as  unreal¬ 
istic  the  goal  of  changing  Wall  Street’s  view. 

“We’re  not  going  to  convince  Wall 
Street  that  they’  should  treat  our  industry’ 
different,”  say’s  Robert  W.  Decherd,  Belo’s 
chairman,  CEO,  and  president  “I  don’t 
think  we  should  spend  a  lot  of  time  worry¬ 
ing  about  it  and  how’  we  should  change  it” 
Ov’er  time,  though,  he  say’s,  he  believ  es  if 
Belo  invests  in  quality’  new’s,  it  should  grow 
faster  and  be  rew’arded  bv  investors.  Still, 
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BY  MARK  FITZGERALD 

WHILE  NEWSPAPER- 

industiy  think  tanks 
and  academics 
struggle  to  discover  a  magical 
metric  that  establishes  a  link 
between  a  h^py  newsroom 
and  a  healthy  bottom  line,  some 
publishers  and  editors  are  con¬ 
tent  to  go  with  their  guts.  And 
big-newsroom  boosters  can  be 
found  within  the  publicly  held 
chains  that  feel  the  hot  breath  of 
Wall  Street  every  quarter,  as 
well  as  at  fiunily-owned  papers. 

Eveiy  day,  the  Daily  Herald 
in  Arlington  Heists,  Ill., 
publishes  the  famous  motto  of 
its  founder  H.C.  Paddock:  “Our 


aim:  To  fear  God,  tell  the  truth, 
and  make  money.”  Yet,  as 
sweeping  as  that  philosophy  is, 
it  doesn’t  fully  explain  wdiy  the 
femily-owned  paper  with  an 
average  daily  circulation  of 
149,882  maintains  a  newsroom 
that  is  nearly  twice  the  industry 
average  —  and  disputed  rule 
of  thumb  —  of  one  full-time 
equivalent  (FTE)  for  each 
thousand  in  circulation. 

“In  the  short  term,  we  could 
be  much  more  profitable  than 
we  are  today,”  says  Douglas  K. 
Ray,  CEO  and  president  of  Pad- 
dock  Publications  Inc.  ‘But  this 
is  not  about  staffing  up  against 
media  challenges ...  or  anything 


“Ybu  can’t  do  [your  jobl  with  smoke 


else  —  it’s  an  essential  part  of 
how  we  do  business  here.” 

Ray  makes  the  argument 
echoed  by  many  of  his  peers 
with  big  newsrooms:  News¬ 
papers  need  the  journalistic 
manpower  to  serve  readers  who 
increasingly  live  in  sprawling 
suburbs,  each  with  its  own 
municipal  council,  board  of 


and  minors,”  says  Douglas  K.  Ray. 

education,  hi^-school  sports, 
and  local  concerns. 

So-called  “overstaffing” 
ensures  that  when  the  Daily 
Herald  grows  into  a  new  town, 
it  will  keep  the  market:  “Ifyou 
have  a  long-term  stake  in  a 
market,”  Ray  says,  “you  have 
to  cover  the  communities 
intensely.  You  can’t  do  that 
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Belo  pays  a  short-term  price  for  its 
approach,  despite  owning  journalistic 
jewels  such  as  The  Dallas  Morning  News. 
When  Decherd  tells  Wall  Street  about 
Belo’s  great  properties,  says  Blaylock  & 
Partners  analyst  Edward  J.  Atorino, 

“People  say,  ‘So?  Give  me  some  numbers.’” 

Every  publishing  company  has  to  deal 
with  the  Street’s  short-term  focus,  says 
Tribune  CEO  and  President  Dennis  J. 
FitzSimons,  “but  it’s  really  up  to  manage¬ 
ment  to  articulate  the  long-term  values 
that  balance  the  short-term.”  Publishers 
had  to  convince  investors,  for  example, 
that  spending  on  the  Net  would  pay  off,  he 
adds,  and  “There’s  still  somewhat  of  a  cloud 
hanging  over  the  investment  community  in 
terms  of  prospects  for  growth.” 

Not  all  calls  for  change  are  coming 
from  the  news  side.  Public  companies  are 
“probably  scared”  to  talk  about  it,  says  Mike 
Reed,  CEO  of  Community  Newspaper 
Holdings  Inc.,  based  in  Birmingham,  Ala., 
but  profit  margins  “are  going  to  have  to 
come  down  to  capture  market-share 
growth,  because  competition  out  there  is  so 
much  greater  today.  But  I  ultimately  think 
by  doing  that,  profitability  is  going  to  be 
that  much  greater.” 

Reed,  happily,  says  he  doesn’t  face  great 
margin  pressure  from  CNHI’s  backer,  the 
Retirement  Systems  of  Alabama,  which  is 
why  he  also  was  able  to  spend  more  on 
training  and  readership  initiatives  the 
past  couple  of  years. 


▼ 

MIKE  REED,  Community 
Newspaper  Holdings  Inc.: 
Profit  margins  “are  going 
to  have  to  come  down  to 
capture  market-share  growth, 
because  (of  the]  competition.' 


ROBERT  W.  DECHERD,  Belo:  “I  don’t  think 
we  should  spend  a  lot  of  time  worrying  about 
[Wall  Street's  apparent  lack  of  appreciation  for 
news  quality]  and  how  we  should  change  it.” 


Talking  over  the  wall 

News  and  business  folks  stiD  view  each 
other  with  distrust,  and  after  years  of  being 
beat  up,  some  CEOs  are  sick  of  talking 
about  quality.  Indeed,  some  execs  contacted 
for  this  story  dismissed  it  as  a  tired  issue. 

But,  assuming  a  link  between  quality 
and  profits  can  be  found,  then  what? 
Rese2U'cher  Meyer  dreams  of  a  day  when 
newspaper  employment  is  stable  through 
ups  and  downs  in  the  business  cycle. 

NDN’s  Peskin  imagines  different  business 
models  for  newspapers.  The  Knight 
Foundation’s  Newton  wants  papers  to 
spend  more  on  training.  Others  just  want 
more  communication  between  the  business 
and  news  sides.  But  one-size-fits-all 
solutions  neither  desired  nor  feasible. 

Still,  the  discussion  is  worthwhile, 
especially  now.  With  news  available 


everywhere  and  all  the  time  —  and  more 
of  it  offered  for  free  —  unique  and  quality 
content  becomes  an  increasingly  important 
distinguisher  for  paid  dailies.  Readers  are 
demanding  greater  sophistication  and 
expertise  in  reporting,  which  requires  that 
newsrooms  put  up  more  money  for  training 
and  development.  Still,  when  Geneva 
Overholser  and  her  peers  sent  a  letter  to 
14  media  CEOs  suggesting  they  do  away 
with  stock-option  grants  to  news 
executives,  among  other  reforms,  one 
responded,  “Are  you  guys  crazy?” 

“When  you  have  a  bunch  of  editors  and 
CEOs,  it’s  pretty  hard  to  move  it  off  the 
old  debate,”  she  concedes.  That  said, 
Overholser,  who’s  been  warning  about 
profit  pressures  for  years,  senses  some 
change,  however  small:  “I  feel  more 
hopeful  than  I  have  in  a  long  time.”  11 


with  smoke  and  mirrors  —  it 
takes  people  to  do  that” 

The  Daily  Herald  s  circu¬ 
lation  success  is  attributable  to 
above-average  staffing,  Ray 
says.  “The  paper 
has  had  21  years  of 
circulation  growth 
without  missing  an 
ABC  [Audit  Bureau 
of  Qrculations] 
reporting  period.  It 
takes  a  number  of 
people  to  do  that” 

Staffing  levels  Wesley  Ti 

are  always  an  ^  *** 

uncomfortable  subject  “Yeah, 
we’re  ‘overstaffed’  according  to 
that  rule  of  thumb,  but  I’m  not 
going  to  talk  about  it,”  one 
executive  says.  “If  I  talk  with 
E^P  about  being  ‘overstaffed,’ 
it  would  just  lead  to  problems, 
internal  problems.” 

Some  executives,  too,  believe 


Tumef:  “Big” 
can  be  beautiful. 


that  a  plus-size-fits-all  formula 
is  misleading.  Says  Douglas 
C.  Clifton,  editor  of  The  Plain 
Dealer  in  Cleveland:  “I’ve  always 
been  suspicious  of  any  metric 

based  on  per-thousand 
of  circulation.  I  just 
don’t  think  it  has  any 
relevance.  For  [news¬ 
rooms  in]  some  mar¬ 
kets,  fewer  than  one 
FTE  per  thousand  may 
be  perfectly  adequate.” 
One  publisher  who 
become  a  kind  of 
reluctant  spokesman 
for  “maxistaffed”  newsrooms  is 
Wesley  R-  Turner  —  whose  Fort 
Worth  (Texas)  Star-Tdegram. 
was  outed  last  summer  as,  pro¬ 
portionately,  “The  Best-St^ed 
Newspaper  in  America,”  with 
370  FTEs  and  336  full-time 
professional  staff  at  the  start  of 
last  year,  according  to  an  analy¬ 


sis  by  Rick  Edmonds  for  the 
Poynter  Institute  and  the 
Project  for  Excellence  in 
Journalism.  In  the  latest  ABC 
FAS-FAX,  the  paper  reported 
a  2.43%  gain  in  Monday-to- 
Thursday  circulation,  to  218,975 
from  213,781.  The  news  about 
the  Star-Telegram's  staffing  was 
all  the  more  notable  because  it 
is  published  by  Knight  Ridder, 
which  found  itself  in  2001 
thrust  into  the  middle  of  the 
profits-versus-quality- 
joumalism  debate. 

Turner  says  the  Star- 
Telegram's  big  staff  allows  it  to 
deliver  increased  circulation 
and  margins,  as  well  as  quality 
journalism:  “We  have  been  able 
to  grow  profit  margin  consis¬ 
tently  in  the  last  five  years.  And 
this  newspaper  is  among  the 
highest  in  the  industry  in  rev¬ 
enue  per  thousand  subscribers.” 


The  Poynter  analysis  attrib¬ 
uted  the  bulked-up  newsroom 
to  The  Dallas  Morning  News' 
incursion  into  Star-Telegram 
territory  in  the  mid-1990s.  But 
Star-Telegram  President  and 
Publisher  Turner  says  competi¬ 
tion  is  not  the  newspaper’s  most 
important  motivation.  Rather, 
the  newspjqrer  is  following  its 
readers  to  the  suburbs  —  and 
catering  to  their  demands. 

In  a  region  where  people 
are  “rabid”  about  high-school 
football,  for  instance,  the  Star- 
Telegram  caimot  get  away  with 
just  listing  a  score.  Turner  says. 
And  don’t  tell  him  that  readers 
these  days  don’t  care  about  local 
government  and  other  civic 
affairs.  “They  care  about  their 
town  councU  and  school  board 
and  hi^  school,”  he  says.  “They 
might  not  care  about  the  Fort 
Worth  City  Council.”  i) 
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{continued from  page  2}  connection 

with  the  man,  except  for  seeing  his  work 
in  newspapers  and  feeling  a  sense  of  pride 
that  my  own  40  years  as  a  reporter  and 
editor  were  in  some  small  way  connected 
to  that  kind  of  of  talent. 

You  did  badly  by  him.  And  you  did 
badly  especially  by  the  younger  among  us, 
who  deserved  to  see  him  as  a  yardstick  for 
professional  measure  rather  than,  as  you 
so  crudely  put  it,  someone  who,  at  a 
meeting  of  cartoonists,  “managed  to 
make  a  few  coherent  comments.”  I 
suggest  that  the  incoherency  is  yours. 

GERRY  GOLDSTEIN 
Greenville,  R.I. 

THE  DEPTHS  OF  SALT  LAKE 

The  story E^P published 

regarding  the  suit  the  Salt  Lake 
Tribune  Publishing  Co.  filed 
recently  against  the  New  Jersey  appraisal 
firm  Management  Planning  Inc.  was 
incomplete  [“rn'b-ulation  hits  MPI  in 
N  J.,”  Jan.  27,  p.  7].  It  should  have 
mentioned  MPI  appraised  The  Salt  Lake 
Tribune  at  nearly  20  times  its  earnings. 

MPI  was  recommended  by  MediaNews 
Group  Inc.  [current  owner  of  the 
Tribune^  and  Dirks,  Van  Essen  &  Murray 
[the  appraisal  firm  hired  by  MediaNews]. 
We  agreed  to  let  it  act  as  the  third 
appraiser  [Willamette  Management 
Associates  is  the  other]  in  our  option 
exercise  only  under  specific  appraisal 
standards.  We  insisted  upon  the  stan¬ 
dards  because  we  had  evidence  that 
MediaNews  CEO  William  Dean  Singleton 
had  previously  tried  to  influence  another 
potential  third  appraiser  [.Ei^P,  Oct.  28, 
p.  6].  In  its  initid  draft,  MPI  did  not 
follow  appraiser  standards. 

Most  in  the  newspaper  business 
would  agree  it  would  be  silly  to  pay 
20  times  earnings  for  a  newspaper  in 
a  joint  operating  agreement  with  a 
nonprofit  partner  that  fights  advertising- 
and  circulation-rate  increases  [such 
as  The  Deseret  News,  the  Tribune's 
JOA  partner]. 

PHILIP  G.  MC  CARTHEY 
Chairman 

Salt  Lake  Tribune  Publishing  Co. 

Salt  Lake  City 

BAlHDTHEDHAeASHED 

1NEED  TO  EXPRESS  NfY  EXTREME 

disappointment  at  your  unabashedly 
biased  article  [“Plying  Florida’s 


Treasure  Coast,”  Jan.  20,  p.  7]-  Your 
complete  disregard  for  the  facts  and 
blatant  omission  of  pertinent  infor¬ 
mation,  along  with  trying  to  pass  an 
opinion  piece  off  as  a  news  story,  was 
more  than  I  could  take. 

As  publisher  and  chief  operating  officer 
of  Hometown  News,  I  feel  I  must  set  the 
record  straight.  In  an  article  that  was 
initiated  by  a  letter  I  wrote  to  one  of 
your  editors  about  what  we  believe  is  the 
largest  launch  of  a  newspaper  company 
in  the  history  of  newspapiers,  as  well 
as  the  most  successful 
first  seven  months  of  a 
start-up  and  how  the 
daily  in  this  market  is 
dealing  with  it,  you  found 
a  story  about  all  the  great 
things  the  daily  is  doing. 

You  wrote  that  my 
“claim”  of  more  than 
80,000  circulation 
was  “unaudited.”  I  told 
your  writer  that  the 
Circulation  Verification 
Council  has  audited  us 
and  we  were  just  waiting 
for  the  certification.  You 
then  go  on  to  tell  of  one  of  our  advertisers, 
whose  response  was  so  strong  that  she 
had  to  move  to  a  bigger  location,  but 
then  you  follow  that  up  with  the 
opinion,  “Until  Hometown  can  provide 
advertisers  with  verified  readership  data, 
though,  the  group  most  likely  will  have 
limited  impact.” 

Whatl  Your  writer  is  a  prophet,  too? 

Tell  the  advertiser  who  had  to  move 
her  store  that  we  will  have  limited 
impact.  And  how  about  the  other 
advertisers  who  told  your  writer  their 


success  stories  and  the  fact  that  they 
have  pulled  their  advertising  out  of  the 
local  dailies?  I  sent  your  writer  several 
testimonials  from  “impacted”  clients  who 
would  beg  to  differ  with  your  opinion. 

The  fact  of  the  matter  is  that  this 
newspaper  has  had  an  unbelievable 
impact  on  tens,  if  not  hundreds,  of 
thousands  of  lives  here  on  the  Treasure 
Coast.  And  as  strange  as  it  may  seem 
—  even  to  me,  after  20  years  in  this 
business  all  over  the  country  —  in  seven 
short  months  this  is  the  most-read, 

best  response-generating 
newspaper  that  I,  or 
anyone  who  has  seen  it, 
has  ever  seen. 

STEVEN  E.  ERLANGER 
PUBLISHER 
Hometown  News 
Fort  Pierce,  Fla. 

Cl.v\RIFICATION 
In  “Still  slipping  on 
that  banana  peel,”  Jan. 

27,  p.  8,  E&P  stated  that 
Larry  Beaupre,  former 
editor  q/'The  Cincinnati 
Enquirer  and  executive 
of  Gannett  Co.  Inc.,  was  “fired”  after 
filing  the  lawsuit  against  Gannett  that 
was  settled  last  month.  That  was  how 
Beaupre  lawyer  Samuel  Seymour 
charcwterized  the  departure  when  the 
suit  was  first filed.  Neither  Beaupre 
nor  Seymour  made  himself  available  to 
comment  about  the  settlement.  In  an 
e-mail  message  sent  to  E&P  after  the 
story  was  published,  Tara  Connell, 
Gannett’s  director  of  public  affairs, 
said  Beaupre  was  not fired  but  had 
resigned from  Gannett. 


2002  NEWSPAPER  TRANSACTIONS 


AMPUFICATION 

Since  the  "2002  Newspaper  Transactions'  listing 
was  puMstied  Jan  6.  has  learned  of  several 
other  deals  that  were  completed  last  year 

DAILY  NEWSPAPERS 
K-VNS.VS 

th*  Morton  Doilf  Tohtnm  — 1.640 
Seller:  Richard  and  Mary  Beth  Boyd 
Beyer:  Haynes  PuMshing  Co 

WTEKLY  NEWSPAPERS 
KEMT’CKY 

TboMoeord  Ledchheld 
Seller:  Jennifer  Sweens 


Beyer  Landmarli  Communications  bic  (Land- 
marh  Community  Newspapers  Inc ) 

NEW  \  ORK 

SMon  Itlood  Mopstor 
Seller:  Joseph  and  Diane  Sclafan 
Buyer:  Elauwit  lie 
Brolier:W  B  Grimes  i  Co  S 


Stolon  Islond  Ponnysoror  (Shopper) 
Seller:  Joseph  and  tiiane  Sclafan 
Beyer:  Elauwit  UC 
Br^:W  B  GnmesiCo  S 

WISCONSIN 

Runt  Mombtor.  Orford  (Shopper) 
Seller:  Joe  and  Gad  Tdrfielson 
Beyer:  News  Publishing  Co.  Inc 
Br^:  W  B  Gnmes  &  Co  S 


CORRECTIONS 

In  the  '2002  Newspaper  Transactions'  hsting 
published  Jan  6.  EtP  should  have  reported  that 
m  the  transfer  of  ownership  of  the  Amobscof 
Times  m  Old  Town.  Maine  between  seller  David 
C  Wodstadt  and  buyer  Kirtiland  Newspapers  Inc . 
WB  GnmesiCo  represented  the  former 

bi  the  'Brokers  and  Consultants'  hsting 
pubkshedJan  6.  fiP  meorreetty  reported 
contact  information  for  two  ofhen  of  W  B  Gnmes 
iCo  and  for  Mel  Hoded  Media  Broker  kic  WB 
Gnmes'  old  offices  m  Turiock.  Cakf .  and  Bronson 
Mich .  have  been  closed,  and  its  new  offices  m 
Houston  and  Lake  Via.  M  .  can  be  reached  by 
ceding  (832)  594-8263  and  (847)  356-7675. 
respectively  Mel  Hoded  s  new  headquarters  is 
at  1388  N  Euckd  Ave .  Upland.  CA  91786. 
where  the  telephone  number  is  (909)  982-0424 
and  the  fax  number  is  (909)  982-3455 


B  —  Represented  Buyer  S  —  Represented  Seller 


LETTERS 
welcomes  letters.  Send 
them  via  e-maH  to  letters@ 
editorandpublisherxom,  via 
facsimile  to  (646)  654-5370, 
or  xna  sncdl-maxl  to  “Letters,” 
Editor  &  Publisher,  770 
Broadxoay,  New  York,  NY 
10003.  Please  include  name, 
title,  organizational  affilia¬ 
tion,  location,  and  e-mail 
address.  Letters  rnay  be  edited 
for  all  the  usual  reasons. 


www.editorandpubMsher.com 
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TECHNOLOGY 


AREnm 

Already  putting  print  pages  online,  they  embrace  new  portables 


BY  JIM  ROSENBERG 

CAN  NEWSPAPERS  —  LARGE  IN  FORMAT,  LOCAL  IN  FOCUS 

—  share  magazines’  success  in  electronic  editions? 
Zinio  Systems  Inc.  saw  “enormous  acceptance”  in 
magazine  delivery  last  year,  said  its  CEO  and  president, 
Michael  Edelhart.  By  December,  his  company  was 
sending  three  dozen  titles  to  a  quarter-million  customers  in  200 
countries.  Zinio  moved  early  into  the  business  of  supplying  electronic 
editions  of  various  publications.  Now,  its  reader  software  (a  4- 
megabyte  superset  of  Adobe  Acrobat)  is  bundled  with  most  new 


notebook  or  slate-style  devices 
using  the  Tablet  PC  Edition 
of  Microsoft  Corp.’s  Windows 
XP  operating  system  (OS). 

Wliile  Microsoft  made  the 
most  noise  about  the  new 
portable  platform,  Adobe 
Systems  Inc.  worked  in  the 
background  to  promote  the 
format,  design,  and  server 
software  to  create,  carry,  and 
process  electronic  editions 
that  tablets  may  display. 

Unlike  a  typical  magazine 
with  many,  widely  dispersed 
readers,  most  dailies  have  comparatively 
fewer,  local  readers.  But  their  local  interests 
make  them  good  candidates  for  electronic 
delivery  to  distant  or  traveling  subscribers. 
Though  large  and  complex,  newspapers  can 
preserve  the  look  of  printed  pages  while 
exploiting  the  advantages  of  digital  delivery, 
handling,  and  storage  using  the  software 
and  services  of  vendors  such  as  NewsStand 
Inc.  and  Olive  Software  Inc. 

“We  believe  it’s  going  to  add  revenue”  to 
advertising,  Douglas  H.  Dobbs,  NewsStand 
co-founder  and  senior  vice  president  of 
sales  and  marketing,  said  of  the  ability 
to  launch  video  from  a  photo  or  longer 
messages/videos  via  online  connection 


to  advertisers’  servers. 
NewsStand  delivers 
printable  electronic  fac¬ 
similes  of  publishers’  dailies 
over  the  Web  to  subscribers 
who  prefer  them  to  the 
newsprint  product  or  who 
live  far  from  distribution 
areas.  Already,  it  can  apply 
an  advertising  “wrapper”  as 
an  introductory  page  that 
identifies  an  electronic  edition. 

Reading  electronic  editions 
tailored  to  the  new  tablets’  high- 
resolution  screens  may  prove 
easier  than  toggling  between  \iews  of 
broadsheet  pages  larger  than  typical  lower- 
resolution  computer  screens.  And  instead 
of  printing  out  shrunken  or  partial  pages  on 
commonly  available  paper  sizes,  tablet 
users  may  simply  take  along  the  device  or 
mark  up  a  document  on  screen  with  the 
tablet’s  pen  and  share  it  via  e-mail. 

Publishers  won’t  want  to  add  staff  for  the 
electronic  editions  of  print  products.  “Right 
now,  we’re  processing  a  terabyte  of  informa¬ 
tion  a  month,”  said  Dobbs.  “U.S.  newspa¬ 
pers  have  a  lot  more  work  to  do,”  he  added, 
when  it  comes  to  automating  information 
processing  for  electronic  publication.  So  far, 
his  only  client  with  automated  processing  is 


Freedom’s  Phoenix-area 
daily  on  an  older  tablet 


Austria’s  Die  Presse  (which  automatically 
receives  detailed  subscriber  data). 

Adobe  is  working  with  vendors  of 
newspaper-publishing  systems  to  automate 
content  purposing  for  tablets  and  other 
devices  using  tagging  and  templates, 
according  to  James  Alexander,  its  cross- 
media-publishing-product-management 
director.  Post-production  processing  — 
compression,  encryption,  preparation  for 
distribution  —  is  work  for  the  Adobe 
Content  Server,  Alexander  said. 

But  tailoring  editions  for  the  new  devices’ 
screens  isn’t  necessary,  said  Olive  Software 
Executive  Vice  President  Shaun  Dail.  “Any 
customer  that’s  up  with  Olive  today  can 
deliver  on-  or  offline  to  a  tablet,”  which,  he 
added,  “is  virtually  an  Olive-ready  reader” 
owing  to  the  browser  and  the  variable 
display  options  Olive  provides,  ranging 
from  straight  text  to  on-page  browsing,  as 
well  as  magnifying  and  searching. 

If  tablets  succeed  laptops  and  the  market 
calls  for  it,  said  Dail,  “we  could ...  very 
easily”  output  in  the  Kent  format  created 
for  newspapers  Dec.  16,  p.  28). 

“We  believe  we  could  write  a  specialized 
skin  to  fit  a  tablet  better,”  said  Freedom 
Interactive  Community  Newspapers 
President  Tom  Porter,  who  called  it  a 
one-day  job.  Freedom  Communications 
Inc.,  Irvine,  Calif.,  supplies  Olive-generated 
editions  of  a  number  of  its  dailies  and 
weeklies  across  the  country. 

Using  existing  page  files,  said  Dail, 
entails  no  change  in  work  flow,  whereas 
redesigning  for  a  new  format  requires 
process  changes  and  editorial  involvement. 
He  said  Olive  is  waiting  for  the  tablet  OS  to 
“stabilize”  and  to  see  what  else  Microsoft 
may  have  in  store  for  the  devices.  Dail  also 
said  he  believes  the  near-term  news-read¬ 
ing  experience  on  tablets  will  not  be  offline, 
owing  to  bandwidth  issues  in  downloading. 

The  Gazette,  Freedom’s  daily  in  Colorado 
Springs,  Colo.,  has  signed  716  electronic- 
edition  subscribers  since  it  began  charging 
in  December.  Of  them,  said  Marketing 
Development  Director  Sue  Lutz,  246  also 
get  the  printed  paper  and  about  200  are 
former  mail-delivery  subscribers. 

Besides  leading  to  subscription-sales 
success.  Porter  said,  the  same  process  can 
move  paid  print  ads  to  free  Web  listings 
that  retain  the  magnification  and  hot- 
linking  of  versions  in  the  electronic  edition; 
automatically  create  context-rich,  archive- 
ready  editions;  supply  electronic  tear 
sheets;  and  possibly  offer  some  commercial 
printing  opportunities.  11 
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He's  offering  animated  editorial  cartoons  to  newspaper  Web  sites 

BY  DAVE  ASTOR 

COLOR,  MOTION,  MUSIC,  AND  SOUND  EFFECTS  AREN’T 
usually  associated  with  editorial  cartooning.  But  they 
are  associated  with  Cartoonews  International  Syn¬ 
dicate,  which  this  week  began  offering  animated  ver¬ 
sions  of  Ranan  Lurie’s  work  to  newspaper  Web  sites. 
Lurie  noted  that  static  black-and-white  cartoons  aren’t  ideally 
suited  for  computer  viewing.  “Animated  cartoons  deliver  the 
message  in  a  more  interesting  way,”  he  told  E&P. 

With  the  help  of  several  assistants,  Lurie  country’s  YediothAharorwth  newspaper 

each  week  animates  two  of  his  four  print  early  in  his  career.  He  went  on  to  do 

cartoons.  Clients  can  use  the  print  ones,  the  cartoons,  often  as  an  on-site  stalfer,  for  Life 
animated  ones,  or  both.  The  animated  and  then  Newsweek  International,  Die  Welt 

cartoons  also  appear  on  Cartoonews.com.  in  Germany,  The  Times  in  London,  AsoAi 
The  New  York-based  Lurie  was  bom  in  Shimbun  in  Japan,  U.S.  News  isl  World 

what  is  now  Israel,  and  worked  for  that  Report,  Time  International,  NeueZurcker 


Zeitung  in  Zurich,  Switzerland,  and 
Foreign  Affairs.  In  1996,  Lurie  founded 
Cartoon  News,  a  current  events/educational 
magazine  that  became  online-only  in  2001. 

Lurie  predicts  that  editorial  cartooning 
will  increasingly  develop  into  more  of  an 
online  medium.  Writing  recently  in  the 
Connecticut-based  Greenwich  magazine, 
he  observed  that  “all  the  traditional 
qualities  of  a  good  editorial  cartoon  [are] 
multiplied”  on  the  Web.  ® 


et  cetera 


connecting  SUVs  to  terrorism  that  piay  off  the 
government  commercials  tying  drug  use  to 
terrorism.  “The  Detroit  Project”  has  been 
praised  and  criticized.  The  Oregonian  of  Port¬ 
land  is  one  detractor,  dropping  Buffington's 
column  because  it  feK  she  crossed  the  line  from 
commentary  to  activism.  Buffington  doesn’t  see 
a  conflict,  calling  the  campaign  “a  movement  to 


Soprano  studies  for  her  real-estate  license, 
the  book  she  uses  is  Lank’s  Essentiak  of  New 
Jersey  Real  Estate.  “Pretty  exciting,”  said  Lank. 
...  “Stone  Soup”  is  mirroring  real  life  with  a 
Jan.  27-launched  sequerKe  showing  Val  Stone 
getting  downsized  (see  art).  The  comk  is  by  Jan 

Eliot  of  Universal  Press  Syndicate _ Uclkk  — 

Universal’s  online  sibling  company  —  began 
subscription  prt^ams  on  its  MyComicsPage- 
.com  and  The  Puzzle  Society  page  using  Yaga 
Inc.  technology.  Yaga  has  helped  a  number  of 
Vlfeb  sites  move  to  a  paid-content  model — 
“The  Family  Circus”  by  Bil  and  Jeff  Keane  of 
King  Features  Syndicate  was  the  most-read 
comic  in  a  Fort  Worth  (Texas)  Star-Telegram 
survey  that  drew  6,536  responses. ...  “Sense  & 
Sensitivity”  advice  columnist  Barriette  Cole  of 
United  Media  has  authored  Choosing  Truth: 
Living  an  Authentic  Life  (Simon  &  Schuster). ... 
At  Large  Features  Syndicate  in  British  Columbia 
has  ceased  operations. ...  Susan  Greene,  wife 
of  former  Chicago  TribunefTNiS  columnist  Bob 
Greene,  died  Jan.  25  at  the  age  of  55. 


Tribune  Media  Services  (TMS)  columnist 
Arianna  Buffington  is  a  driving  force 
behind  “The  Detroit  Project,”  a  grass¬ 
roots  campaign  to  get  Americans  to  think  about 
how  gas-guzzling  sport  utility  vehicles  (SUVs) 
affect  not  only  the  environment  but  foreign 
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policy  (by  increasing  U.S.  dependence  on  oil 
from  countries  that  support  terrorism).  The 
campaign  (http://www.ariannaonline.conVsuv) 
has  raised  money  to  pay  for  provocative  TV  ads 


raise  awareness.”  ...  Edith  Lank  —  who  wi 
move  her  real-estate  column  to  Creators 
Syndicate  from  TMS  March  1  —  received 
exposure  on  The  Sopranm.  When  Carmela 
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What,  Slats  Grobnik  and  his  accordion  don’t  play  in  Denver? 


An  open  letter  to  Editor  Greg  Moore  of  The 
Denver  Post:  Congratulations  on  your  new  job. 
Things  are  apparently  going  well  for  you,  but 
we  need  to  talk.  As  the  longtime  secretary  of  the 
National  Society  of  Newspaper  Columnists,  I 
represent  my  brethren  nationwide  in  offering  free  counseling 
for  your  little  malady.  I  call  it  columnphobia. 

Mr.  Moore,  you  have  a  reputation,  as  Denver’s  alternative 
weekly.  Westward,  described  it,  of  being  “forthright,  command¬ 
ing,  direct,  and  not  given  to  expressions  of  doubt.”  But  your 


columnphobia  is  evident  in  your  recent 
comments. 

You  told  Westward  that  running  too 
many  columns  gives  a  newspaper  “a 
decided  lack  of  urgency.”  You  said;  “An 
opinion  is  never  urgent.  When  you  have 
material  in  a  paper  where,  if  you  saw  it, 
great,  and  if  you  didn’t,  so  what, 
that’s  a  recipe  for  not  having  a 
compelling  product.  I  want 
people  focused  on  breaking 
news  stories  and  not  spending  a 
day  and  a  half  or  two-and-a- 
haJf  days  to  write  a  column  — 
and  I’m  not  even  sure  people 
are  spending  that  much  time 
doing  it.  So  we  want  to  reduce 
the  number  of  columns,  partic¬ 
ularly  on  the  inside  pages.” 

You  continued,  “I’ve  had  a  lot  of  people 
say  to  me,  ‘My  column  has  a  big  follovring,’ 
That  doesn’t  mean  it’s  good.  It  doesn’t 
mean  it’s  important.” 

Mr.  Moore,  isn’t  a  following  good? 
Doesn’t  that  build  circulation  by  nurturing 


kV 

BY  DAVE  LIEBER 


a  daily  reading  habit? 

In  December,  you  were  quoted  again  in 
Westward  saying  you  might  “possibly”  hire 
two  new  metro  columnists,  but  “I  haven’t 
fully  made  up  my  mind.”  You  might,  you 
implied,  hire  only  one.  At  this  writing, 
Diane  Carman  is  your  only  news  colum¬ 
nist. 

Previously,  you  had  cut  your 
metro  columnists  from  three 
to  two  days  a  week  because  you 
wanted  to  avoid  two  columnists 
appearing  on  the  same  day. 

“It’s  not  an  opinion  journal;  it’s 
a  newspaper,”  you  said. 

As  a  columnist.  I’m  obviously 
biased.  But  I  strongly  believe 
that  you  can’t  have  a  great 
newspaper  without  two  or  three 
very  good  metro  columnists  in  your  lineup. 
Sure,  good  columnists  are  sometimes  diffi¬ 
cult  to  work  with.  By  nature,  we  can  be 
ornery,  cranky,  and  ultrasensitive.  But  from 
those  character  quirks  come  great  moments 
on  the  page. 


As  Michael  J.  O’Neill  wrote  in  The  World 
According  to  Breslin,  a  good  columnist 
helps  readers  discover  “so  much  about 
ourselves  and  about  our  society,  that  we 
seem  closer  to  neighbors  who  are  strangers 
and  a  little  less  confused  about  the  world 
which  surrounds  us.” 

Recently,  I  listened  to  Pam  Platt, 
public  editor  for  The  Courier-Journal 
in  Louisville,  Ky.,  as  she  told  in  a  speech 
how  she  once  asked  Mary  Schulken, 
editorial  page  editor  and  columnist  at 
The  Daily  Reflector  in  Greenville,  N.C., 
why  columnists  matter.  Schulken  told  her: 
“Because  they  engage  readers  and  build 
relationships  with  them  in  a  way  no  other 
feature  in  the  paper  can.  They  can  help  a 
community  think  through  and  understand 
difficulties  and  changes.  They  can  be  a 
conscience  and  a  comfort.” 

Columnists,  Mr.  Moore,  can  be  exciting, 
too  —  although  I  wouldn’t  go  to  quite 
the  extreme  Jimmy  Breslin  does  in  his 
memoir,  I  Want  to  Thank  My  Brain  for 
Remembering  Me.  Breslin  wrote  that 
modem  reporters  are  “the  smartest, 
healthiest  newspeople  in  the  history 
of  the  business.  And  they  are  so  boring 
that  they  kill  the  business  right  in  front 
of  you.  A  central  reason  why  newspaper 
circulation  is  dropping  so  alarmingly  is 
that  reporters  have  £ill  the  excitement 
of  a  Formica  table.” 

If  this  is  tme,  Mr.  Moore,  then  a  good 
columnist  is  like  richly  stained  wood. 

Sir,  we  need  more  wood,  less  Formica. 

So  in  the  name  of  Breslin,  Mike  Royko, 
Herb  Caen,  Pete  Hamill,  Steve  Lopez, 
and  all  my  other  favorites,  I  beg  you  to 
get  over  your  case  of  columnphobia. 

Join  Columnists  Anonymous.  Take 
the  12-step  program.  (“I  am  powerless 
to  control  columnists.”) 

Remember  that  the  good  people  of 
Denver  crave,  as  Walter  Lippmann  wrote, 
“a  puzzled  man  making  notes  ...  drawing 
sketches  in  the  sand,  which  the  sea  will 
wash  away.”  They  deserve,  as  Red  Smith 
so  wonderfully  put  it,  columnists  who  will 
open  “a  vein,  letting  the  words  bleed  out, 
drip  by  drip.”  11 

Lieber,  along  with  being  secretary  of  the 
National  Society  of  Newspaper  Columnists, 
is  a  senior  metro  columnist  for  the  Fort 
Worth  (Texas)  Star-Telegram. 
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HmERICH  ERST 


NeiiUspapEr  DpEratians  and  TEchnalogLj  CpnfEPEncE 
including  Neuj  madia  lilarld 


Bunger  We’re  still  the  most  affortlable  trade  show  for  the  newspaper 
industry  Plus,  our  lowest  registration  fee  remain^he  same  for 
2003  ...  only  S28!  So  much  for  so  tittle, 

LOGiV--  Hershey,  Pennsylvania  is  within  easy  driving  distance  of  so 
many  cities  and  states.  We’re  near  you. 


«  -mil  .r'rmi  More  than  120  exhibiting  companies  are  at  your 
fingertips.  One  trip,  many  contacts. 


1  I  'j  .:.r  itda:  For  a  few  extra  dollars  you  can  attend  a  variety  of 
educational  sessions  on  today’s  pressing  issues. 


loithin  Ljaur  PEBch 


The  HershELj  Lodge  and  Convention  Center,  Hersheq,  PR 

For  more  information  on  attending  Rmenca  East  please  visit  our  LUeb  site: 
niUiiLi.amErica-East  com  Phone  (717)  7D3-3DBR  or  email  contacti'iLamerica-east  com' 

Sponsored  by  America  East.  Editor&Ptihlisher  and  13  state  press  associations. 


How  is  Horvitz  Newspapers  writing  its  success  story? 


The  Solution  is  Key. 


Horvitz  Newspapers,  Inc. 

A  brand  new  production  facility  in  Washington  is  just  the  latest  move  in 
Horvitz  Newspapers’  ambitious  expansion  plan.  KeyBank  provided  the 
working  capital  for  the  state-of-the-art  facility.  Hon/itz  produces  several 
daily,  weekly  and  bimonthly  papers. 

Why  KeyBank? 

About  Key’s  50-year  relationship  with  his  company,  Peter  Horvitz, 
President  and  CEO,  reflects:  “Key  truly  understands  the  newspaper 
business,  and  that’s  a  very  important  component  of  our  relationship.” 
He  appreciates  Key’s  innovative  financing  strategies  and  its  ability  to 
leverage  the  best  interests  of  the  business. 

Key  has  built  a  strong  alliance  with  Horvitz,  providing  support  for 
everything  from  acquisitions  to  escrows.  “Key  has  demonstrated  time 
and  again  that  it  is  committed  to  our  needs,”  says  Peter.  “If  there’s  any 
opportunity  to  make  new  acquisitions,  I  would  go  directly  to  Key.” 


KeyBank 


To  learn  more,  call  Kathleen  Mayher,  Executive  Vice  President 
and  Division  Manager,  at  1  -800-523-7248,  ext.  45787,  or  visit 
Key.com/media. 


Media  and  Telecommunications 


Achieve  anything. 


